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Why A'TKINS Hack Saws 
Are the Best 


Examine the tooth edge of an Atkins Blade and you will find the mark of the 
celebrated ATKINS FILE TEST. /t proves the material and temper. 
Every Atkins Hack Saw Blade is made from selected Tungsten-Alloy 
Steel—Atkins exclusive formula, and given the famous gas and oil 
temper. You cannot buy better Hack Saw Blade or Frames. 


E.C.ATKINS & CO. : 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, INDIANA 


Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 
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Write for Plans to 
Sell More Hack Saw Blades 
Made by 

















Se eS ara. a ee elit a On a ee eer ee ae ee a a ee 














Advertising Index, Page 104 Editorial Index, Page 25 








i SS ar a a ea eee 


a eae ee es es ee . P ~ ~ ‘ " , 
lite te hn a a OS a eae a a es ee ee ee 


ne 








HARDWARE AGE April 29, 1926 








HY not cash in on the demand there 1s 

for tools of extra quality? Here’s a 
hammer and a plane that every carpenter 
would be glad to own. 


These V & B Unbreakable Planes are drop 
forged. ‘They won’t snap from a fall, as cast 
iron planes will. They are furnished with all 
vanadium steel blades and walnut handles 
and come in the most popular sizes. 


V & B Vanadium Hammers are made from 
special V & B formula vanadium steel, care- 
fully finished and handled with the finest 
hand-shaved second growth white hickory. 
The octagon-necked, round-faced head is 
firmly locked to the handle with Vaughan’s 
Kxpansion Wedge. They have a special non- 
slip claw that will grip either a brad or a 
spike. 

Get your share of the business on these two unusual 

tools. 


MANUFACTURING COMPANY 
Mmhlaker.s of Fire Toots 
2li4 Carroll Ave.~ ~ Chicago, Hl, U.S.A, 
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_New Members Heartily Endorse 


HARDWARE AGE 


Disston 25- Year Club Idea 





MR. JOHN F. BAKER 
456 E. 5th Street, Dayton, Ohio 


Mr. John F. Baker writes us: “I 
believe Iam eligible to membership for I 
have been in business in the same city, 
on the same street, and at the same 
corner, for more than 61 years, and in 
allthese years I have sold Disston Saws.” 


the idea. They approved it instantly. 


WHO ARE ELIGIBLE ? 


The Club is to be composed of retail 
stores. It is not necessary for the pres- 
ent management to have sold Disston 
products for a quarter-century if the 
store has handled them that long. Each 
eligible store will delegate a member to 
represent it. 


Each store will receive on joining an 
artistic, framed certificate of member- 
ship. You will be proud to hang it in 
your saw case. And it will have real 
selling value. For on your certificate 
will appear a gold star for every 10 
years you have sold Disston Saws. 


SEND IN YOUR APPLICATION 


No bother. Noredtape. Just write 
us stating what your Disston Saw 
record is. That’s all you need do. 
Your application will be acknowledged 
and your certificate then forwarded 
promptly. 





SAW USERS ARE 
GOOD TOOL BUYERS 


It is safe to say that every man who 
uses a saw uses a number of other tools. 


Have you ever considered this in rela- 
tion to your tool sales? You know that 
hundreds of thousands will have no saw 
but a Disston. 


3 


TURNS LOW- PRICE 


BUYERS INTO 
QUALITY USERS 


Prize Winner in Recent Con- 
test Tells How to Swing 
Sales to Quality Brands 


Here is the letter which won third 
prize in our recent contest for the best 
instances where a cheap saw was asked 
for, and a quality saw sold. 

It records the conversation that took 
place between D. R Woodbury, Waite 
Hardware Co., Worcester, Mass., and a 
customer. 

‘I want to buy a cheap saw for use at 
home.”’ 

‘Right over here please. Now here’s 
one that’s inexpensive, but I don’t like 
to recommend it.”’ 

“Why not? It’s good enough for my 
use, isn’t it? I just want to do odd jobs 
around the house.’”’ 

“Oh, I suppose you could get along 
with it, but I don’t think you would ever 
feel satisfied. Here, just take hold of 
this Disston saw. There’s a quality 
tool-that’s good for a lifetime.’’ 

‘*‘Looks good all right, but I don’t be- 
lieve the steel’s a darn bit better than 
the cheap one. Just polished up a bit.”’ 

“You’ve heard of Disston saws 
haven’t you?”’ 

*‘Oh yes, my father had one when he 
was a boy.”’ 

“There you are. Disston saws are 
known the world over. They have been 
made for generation after generation 
and they are still recognized as the best. 
The very name Disston is their greatest 
recommendation.”’ 

‘‘Well I suppose they are pretty good.”’ 

‘‘They are made from special Disston 
steel, and for accuracy in workmanship 
and temper cannot be beaten. Now for 
a man like you, who wants a saw to use 
at home, the best is the cheapest in the 
long run.’’ 





al i ae i ee ke 2S STE ES ES Ee ee a ae ee ee 


How easy it would be for you to sell 
them other tools—try squares, gauges, 
bevels, levels, etc., that bear the Dis- 


MR. H. H. 
BENNETT 


Easton, Pa. 


‘‘Well I don’t know.”’ 
‘“‘Why, you can’t afford to buy that 








Mr. Howard Bennett writes: ‘You 
may enter our name as a founder and 
enthusiastic booster for the Disston 25- 
Year Club. Our experience in selling 
and recommending Disston Saws to 
thousands of customers is rapidly ap- 
proaching the half-century mark.”’ 


Mr. Arthur E. Jones, President of 
Treat Hardware Corp., Lawrence, Mass. 
says: ‘‘This Disston 25-Year Club looks 
good to me. Count me as one of this 
club. I have handled Disston Saws for 
39 years.”’ 


WHAT IS THIS DISSTON 25- YEAR 
CLUB? | 


Some dealers suggested that Disston 
organize a Club composed of hardware 
stores in which Disston Saws have been 
sold for 25 years. 

Through the hardware trade maga- 
zines we asked dealers their opinion of 


Published by HENRY DISSTON 

















ton name. 


And they are tools that bear the name 
worthily, tools that have proved their 
right to the same confidence that the 
workman has in his Disston Saw. 


Take the Disston No. 16 Level: A 
simple, reliable adjustment permits user 
to keep the level true always. No 
springs. Nothing to rust or get out of 
order. 


Take the Disston No. 3 Bevel: An 
ingenious ball-bearing lock holds the 
blade at any angle—A quarter-turn of 
the thumb-screw secures the blade. No 
other bevel has this feature. 


And so on—down the line of Disston 
Tools. Each has its distinctive features 
that makes it an unusual tool in itself. 
And in addition, to help you sell it 
easier, it has the Disston name. 


What a fine selling suggestion you 
have by saying: ‘‘This tool is made by 
Disston—the maker of your saw.”’ 


Think that over. Your jobber can 
supply your Disston Tools. 











cheap saw. Why this Disston saw will 
pay for itself the very first job you do. 
You can’t do good work with a poor 
tool. You’d better take this guaran- 
teed saw, for the Disston reputation 
wasn’t made on paper, but on the goods 
themselves.”’ 

“It’s more than I expected to pay, 
but I guess I’IP buy a Disston while I’m 
about it. Pick out one suited for all- 
round work.”’ 





& SONS, INC. Makers of “The Saw Most Carpenters Use,”” PHILADELPHIA, U.S.A 
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High pressure 
in newspapers 


RIGHT down to the point of sale— 
at the door of your store—goes the 
1926 newspaper advertising of Eveready 
Columbia Dry Batteries. Noless than 578 
newspapers, in all parts of the country, 
are used in a powerful campaign, with 
a total used circulation of 104,599,976 
copies. Thus the national advertising 
in leading monthly and weekly publica- 
tions is brought to a focus in your own 
town. The first newspaper campaign in 
1926 will run during March, April and 
May. Tie in with this campaign by 
dressing an Eveready Columbia window. 
Write us for display material. Order 
Eveready Columbia Dry Batteries from 
your jobber. | 


Manufactured and guaranteed by 


NATIONAL CARBON COMPANY, INC. 
New York San Francisco 
Atlanta Chicago Dallas KansasCity Pittsburgh 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


COLUMBIA 
Dry Batteries 


-they last longer 
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KELLY “KAMP” AXE "28rect 


A PRACTICAL, SERVICEABLE, HIGH GRADE TOOL 











Rustless luster black finish. 


14 inch Hickory handle, stained 
walnut, or forest green. 


Genuine high grade Leather 
Sheath. 





The Boys 
will soon be 
going to camp. — 
Their equipment a — 
will not be complete YOU ee 
without a Kelly “Kamp” Axe. 


ag 


A HANDY TOOL FOR 
THE AUTOMOBILE KIT 


Convenient for General Household Use 


Kelly Axe & Tool Co., 
Charleston, W. Va., U. S. A. 
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NICHOLSON Advertising 


Matching the editorial content of the Country 
Gentleman in interest to the 1,100,000 subscribers 


to this paper, is NICHOLSON File Company 


advertising which appears regularly in its columns. 


This advertising does more than sell NICHOLSON 
Files to the farmer. It sends him to you—his 
hardware dealer to get them. Such a service MOlSp 
means quick, profitable sales for you. ~ an t 


NICHOLSON FILE CO. jibe 
Providence, R. |. U.S.A. Every Purpose 
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Sell’em 


Maydole 


Hammers 











No man who genuinely appreciates fine 
tools can take a Maydole Hammer in his 
hand without wanting it for his own. 


The Carpenter 


_sot” napus 


No matter whether it’s a nail hammer, a 
ball pein hammer or any other style of 
hammer, if it’s a Maydole it stands apart 
from ordinary hammers. 


Eighty-four years devoted to fashioning 
press-forged tool steel and selected second- 
growth, air-dried hickory into beautifully 
balanced hammers are back of every May- 
dole. It must be a better, stronger hammer 
to bear the famous name “D. Maydole.” 





If you believe that it pays to sell your 
customers the best, a complete stock of 
Maydole Hammers belongs in your store. 


Sell ’em the hammer they know is right 
—the Maydole. Your jobber will supply 
you. Let us send you Catalog 23-“C.” 


THE DAVID MAYDOLE HAMMER CO. 
Norwich, New York 











The Handy Man 
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Mossberg 
News Over 500 Socket Wrench Combin- 


Reel ations for Everyday Uses— Now 


Made of Chrome Molybdenum Steel 


Touring season 
starts the first 
of May 


This means a 
lot of work by 
car owners 


Therefore you 
can sell them 
MOSSBERG 
Socket Wrench 
Sets 


Mechanics can 
save money on 
flat rate jobs 


By saving time 
with these use- 
ful tools 


Use these facts 
as the basis of 
a selling talk 


Ite will produce 
quick and profit- 
able sales over 
your counter. 


To be continued in 
a couple of weeks. 























Socket Wrench Set No. 81 


Packed complete in a brown enameled 
steel Kennedy Kit. Includes rever- 
sible Ratchet Handle, Speed Brace, 
Extension Bar, Universal Joint, etc., 
and ten heavy duty MOSSBERG 
Chrome Molybdenum Steel Sockets. 
Blank combinations. A fine seller to 
the private car owner as well as pro- 
fessional mechanic. 




















“It’s a 
MOSSBERG” 


Rugged—built for heavy duty—guar- 
anteed against “rounding” or “split- 
ting”’—chrome molybdenum steel 
makes Frank MOSSBERG Corp. 
Socket Wrenches answer to this 
description. 


Cabinet 800 is the logical way to dis- 
play them. Offers a common sense 
assortment of socket wrenches to 
meet mechanics’ and car owners’ 
everyday needs. Made in steel, fin- 
ished in handsome enamel. Write for 
more details. 
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Socket Wrench Set No. 80 


A set for the private car owner. Com- 
plete with two length extension bars, 
No. 350 Reversible Ratchet Handle 
and ten Chrome Molybdenum Steel 
Sockets. Comes in handsome brown 
enamel steel box. Price, $8.00. An 
exceptional hardware item. 


Frank Mossberg Corporation 
Lamb St., Attleboro, Mass. 


Originators of Multiple Socket Sets 
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N the manufacture of PEXTO Snips, no detail of 
design or construction that would add to their ex- 
-cellence has been omitted. From their well-shaped 
handles to the ends of their clean-cutting blades, they are 
as nearly perfect as highest-grade material and highest- 
class workmanship can make them. 


The PEXTO line includes twenty-five styles with dif- 
ferent sizes of each, covering every type of ‘well-known 
and practical shear on the market, adapted to all the needs 
of every Snip user. For the tinsmith, mechanic, automo- 
bilist, or for farm and home use. 


Write for Tool Catalog. 


Worth While Tools. 


THE PECK, STOW & WILCOX COMPANY 


Southington, Conn., U.S. A. 
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Sea Breezes and Screen Cloth 


ARM winds that bring flies 
and mosquitoes bring screen 
cloth customers to you. If you feel 
generous, give them any old kind 
of screen cloth, for any price. 





But if you'd like to sell them again, 
and make a fair profit—show them 
OPAL Heavy Zinc-coated Wire 
Screen Cloth, and sell it to them. 


Besides the quality of the goods, 
dealers ike New York Wire Cloth 
products because they make money 
pleasantly on their sales. 


NEW YORK WIRE CLOTH CO. 


Manufacturers of golden bronze, copper. 
zinc-coated and black enameled screen cloth 
342 MADISON AVE. NEW YORK _ Works -York.Pa. 





Screen Facts: No. 7 
WHITE SATIN FINISH 


OPAL is well known for its char- 
acteristic finish. After the heavy 
zinc coating is applied to the 
woven steel fabric, it is covered 
with a transparent flexible lacquer. 
This prevents soiling or discolor- 
ation of the distinctive WHITE 
SATIN FINISH when OPAL, is 
handled by dealer or _ screen 
maker. 
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ASEMENT 


ALEDUNIA 


ONTROL 


CASEMENT 


MILE 


AARDWAIRIE 

















Mr. Hardware Man: 
Practically every 
builderin the 

3) country will see 

thisadvertisement 

in May. Are you 
stocked to meet 
this demand? 
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Sash entirely closed 


and locked 


pee En 











7, Insures Safe 
Cleaning 

| and Perfect 

'| Ventilation 
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Sash partly \\ 
open | 












‘ 
Sash fully 
open 





Self-Adjusting 
Hardware 












Now—You Can Standardize on Whitco 
FOR ALL CASEMENT WINDOW INSTALLATIONS 


Never again do ycu have to forego the advantages and superiorities of that self-adjusting, safet y-cleaning 
hinge just because you could find no operator that would work with the peculiar sliding-swing of the Whitco- 


equipped sash. 
Our new product—the Caledonia Casement Control—does that, and does it perfectly. 


Not only does it work with Whitco to open, close and lock the sash without moving the screen, but it moves 
it to any position you desire quickly, smoothly and with the minimum of effort. 





Like Whitco, the Caledonia Control is easily and quickly 
applied to single sash, pairs of sash, and multiple sash in wide 
openings without mullions. It is self-locating and cannot be 
installed incorrectly. 


It is installed with four screws in a few minutes—no cutting or 
fitting—no special detail. 


It is reversible and may be used either right or left-hand. 


It is contained entirely between the jams and within the width 
of the sill. 


All in all, it is the only thing needed to make Whitco a complete 
product. 

Whitco hardware and the Caledonia Control form the most 
practical casement equipment ever dev eloped—the two together 
—give you everything you could ask for in a window. 

Recommended for use together, but sold separately— 
eC 4, 8 oe dc cec ee eee heres eens per set $2.25 
Whitco, in rust-proofed steel per set 1.75 
Caledonia Control, in standard brush brass finish. each 2.00 

Other finishes at slight additional cost. 
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Further particulars or request 


Western Offices: 
365 Market Street 
San Francisco 


VINCENT WHITNEY (OMPANY 
MANUEACTURERS ¥¥ HARDWARE 9 SPECIALTIES 


Eastern Offices: 
636-645 Mass. Trust Bldg. 
Boston 
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Things for the Hardware Dealer 
To Consider about his Tire Line 


ITS REPUTATION—Thereisagreat ITS DISTRIBUTION —Not to let 


deal in having a well-established tire 
to sell which needs no introducing. 
The Hartford Tire is now in its 27th 
year of splendid service. The name 
is familiar, the general excellence of 
the Hartford Line is well known. 


ITS CONSTRUCTION — Although 
Hartford Tires have been built for 
over a quarter of a century, im- 
provements in manufacture never 
cease being introduced. Old methods 
are shelved just as quickly as new 
and better ones are found, and at 
every step, waste has been: halted 
and;>true economy in manufacture 
substituted. 


savings in manufacture go for noth- 
ing, economy in distribution is the 
next important item Hartford has 
attended to. A chain of hardware 
jobbers covering the United States 
handle Hartford Tires and get them 
into the stores of the dealer as 
cheaply as such a big job can possibly 
be done. 


ITS COMPLETENESS — But if the 


tire line handled cannot meet all of 
the tire needs of every customer there 
is little use for all the other advan- 
tages. The Hartford Tire Line is 
complete in every type of tire and 
for every type of vehicle and service. 








Hartford “‘H” Tread Hartford Balloon 
Clincher Cords ords 


Hartford Cords 
(High Pressure) 


Hartford Heavy 
Service Cords 

















HARTFORD TIRES 


HARTFORD RUBBER WORKS COMPANY _ : 1790 Broadway, New York City 
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) MYERS strom 
Electric House Pumps 
&Home Water Systems 


; “F> oie The Feature Illustration appearing above—you will be inter- 
’ 7 ) ested in it. It tells the story by accurate picturization of the suc- 
Log cess of Myers Self-Oiling Electric House Pumps and at the 
same time carries an important sales message for the dealer who 
is already selling water systems as well as for the 
one who may be contemplating doing so later on. 




























And here is the message—short but to the point: 
The responsibility behind Myers Electric House 
Pumps is enduring—their quality is the standard for 
comparison by others. From the standpoint 
of sales and satisfactory returns, both are 
vital factors to those who are building for 


Ne My ers Self- Oiling permanency. 





Home Water oystem Literature and prices on request. 
mFEMYERS & BRO. 9, 
ASHLAND, OHIO. MYERS sdlieg 


WATER over. HAY and GRAIN UNLOADING TOOLS - ries oe end 


Manufacturers for over Fif ty Years of MYERS HONOR-BILT PUMPS for Every Purpose, ELECTRIC PUMP 
Ca E DOOR HANGERS: STORE LADDERS.E 
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EL-WEL-TRA Trace Chains 
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CHAIN 
SPECIALTIES 


Made by 
the makers of 
the famous 


WEED TIRE 
CHAINS 


Breast 





Stock these ACCO’ Specialties now 


for quick Spring turnover 


HEY are all popular items. chain sales you will readily de- 


That means quicker sales. velop a profitable chain depart- 
ment. 


You should feature a number 
of “ACCO” Specialties in your 
windows this Spring. It will 
pay you to remind customers 
about their replacement and 
repair needs. By encouraging 
AMERICAN CHAIN % 
Bridgeport 


In Canada: DOMINION CHAIN 
District Sales Offices: Boston, Chicago, New 





Ask your jobber’s salesman 
about the complete “ACCO” 
line. There are many items in 
it you should carry in .stock 
at all times. You can’t afford 
to miss chain profits. 


COMPANY, Incorporated 


Connecticut 


CO., Limited, Niagara Falls, Ontario 
York, Philadelphia, Pittsburgh, SanjFrancisco 


World’s Largest Manufacturers of Welded Pmopuct oF THe and Weldless Chains for all Purposes 


CHAIN COMPANY. Inc 









in business 
for your safety 








Elwel Breast Chains— Double Slack 





















No. 57 Elwel Heel Chains 
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They said it couldn't be done 





The Kitcherrkook is unsurpassed 
for fine baking. Its speed is 
truly remarkable and the fire is 
under instant and full control. 
The flame can not ‘“‘creep up.” 
In uniformity and range of tem- 
perature the Kitchenkook is not 
excelled even by gas. 

















This Kitchenkook safety test il- 
lustration is a reproduction of a 
photograph made with the stove 
burni and demonstrates the 
unusual safety of Kitchenkook. 


The trade has always been told that it was impossible to build a liquid fuel 
stove with a low oven—a built-in oven under the top burners. 


But Kitchenkook is not bound by the limitations of ordinary liquid fuel 
stoves. Practically every desirable feature of the gas range, the usual stand- 
ard of comparison is duplicated in Kitchenkook at lower operating cost. 


This new Kitchenkook Range has a large efficient built-in oven, thus adding 
another important feature to the many advantages enjoyed by Kitchenkook 
dealers. It has three top burners; all burners, including oven, are supplied 
by one master burner. It has the capacity of larger stoves requiring more 
space and is the only liquid fuel stove of this type. Mantel back, burner tray 
and oven door are white porcelain enamel. 


Full particulars about the Kitchenkook line and terms for exclusive dealer- 
agency sent to any stove dealer on request. Write nearest office. 


AMERICAN GAS MACHINE COMPANY, Ince. 
Albert Lea, Minn. New York, N. Y. 










ALBERT LEA 


ITCHEN KOO} 


THE IDEAL COOK STOVE 
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SILVER LAKE PACKAGES 


Creating a new E 
National 
Habit 
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HIS is the age of “packaged goods’—from crackers to thumb tacks. Literally, from soup 
to nuts. 


The public has become educated to the convenience of the package. Looks for it. Expects it. 
Wants it—especially in most things bought for use about the home. 


Yet sash cord in packages is something new. It was up to SILVER LAKE to introduce a Sash 
Cord Package, containing enough genuine solid-braided SILVER LAKE Sash Cord for four 
window cords. There are fool proof, illustrated directions on the back of the package, showing 
Mr. Home Owner how easily and economically he can fix ’em himself—with SILVER LAKE. 
The public was receptive. And National Advertising is putting this item over for YOU! 


Feature Silver Lake packages on your counters and in your windows 


Set up in a 
jiffy with 
stock packages : 


These Sales- 
Making Displays 
FREE 





SEND FOR THESE NEW DISPLAYS NOW 
Order Packages and Bulk Goods from Your Wholesaler 


SILVER LAKE COMPANY NEWTONVILLE, MASS. | 
Manufacturers of Solid Braided Cordage 


Silver Lake Sash Cord | 


LOOK FOR THE NAME STAMPED ON EVERY FOOT OF CORD | 
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Responsib 


Tells a Story 


HE average customer who trades at 


your store cannot be expected to know 
the “Difference” in the quality of wire 








Jobber realizes the importance of supplying 
the Dealer with wire cloth of unquestioned 


reputation. 
This puts the responsibility squarely up to 


the manufacturer to see that both Jobbers and 
Dealers are supplied with wire cloth of the 


highest quality. 
To assure this quality every roll of GRAY- 


WICK Screen Wire Cloth is made by us in 


its entirety. 
The Steel is the best Open Hearth produced 


cloth judging from outward appearances. 
The Jobber knows this and the reputable 


The Wire is drawn in 


in our own furnaces. 
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your Jobber for Information and Prices. 


x's 








may cost a little 


GRAY-WICK 


more, But— 
It is WORTH it. 
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The innovation of the decade 
in silverplate sets! 


A long established product arouses redoubled 
interest in the mind of the consumer when it is 
presented in a new and alluring way—if that 
way has real merit. 
dL Here it is—the “Pieces of 8” Chest. It is not 
only a new set, but one that will find a wide- 
spread and spontaneous market, since it was cre- 
ated to meet an urgent need heretofore unfilled. 
A nation-wide investigation among house- 
wives disclosed the fact that thousands of women 
are secking silverware sets of “more than six” and 
“less than twelve.’ 
a Hence, the “Pieces of 8” set is the logical 
happy-medium assortment, containing, as it does, 
eight hollow handle knives with stainless steel 
blades, eight forks, eight tea spoons, eight dessert 
spoons, a butter knife and a sugar shell—34 
pieces 1n all. 
@ The retail prices are as follows: In an attrac- 
tive box, $43.50; with the Utility Tray, $44.50; 
orgeous Spanish treasure chest, $49.50. 
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ion an old Spanish treasure box that gave 


brave days of galleons and conquests, and fashioned a gorgeous chest of antique green an 


, like the set itself and the idea behind 
gold, heavily banded and studded, and lined with velvet the color of the sea. 


Seeking a container that would express the beauty and c 


, we went to W.T. Benda, the 
is inspirat 





unique. 
romantic name 


HE “Pieces of 8” Chest 
design. He took for h 
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TNE SATURDAY FYENTNG POST 








Magnify this colorful 


Saturday Evening Post ad 


with this alluring cutout 
in Your Window 


The «Pieces of 8’? Chest will be an- 

nounced on the inside back cover of 

the May 29th issue of The Saturday and gorgeous window dress, one that 

Evening Post by a full page advertise- will attract attention, admiration and 

ment in color, a reproduction of which __ profitable sales. 

is shown at the right. This cutout, like the other dealer 
Put this colorful advertisement in helps in the «Pieces of 8” campaign— 

your window, magnified to a heroic advertisements for your local news- 

size, by ordering the «Pieces of 8” dis- _ paper and direct mail material—is yours 


play cutout now. It will prove a superb for the asking. 


tf SNS 


Address the Sales Promotion Department, International Silver Co., Meriden, Conn. 
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Why Handle 
MANSFIELD 
TIRES 


Why Handle 
ANY Tires? 




















; 
; 
2 eae 
Se 
Ba 
ae 
Ne 
ova 
SAS 
‘haa <> 
pa aX 
‘ Bs > ~ 
, aed =. C 
‘ea se A Sik Ds 
ia z oes 
£7 rs 
a ; 
ies . M4 
2) es 
eee i 
ire 
ay ea 7 
: a sere m 
a ~~ 
a @&58#=—~“‘~«~*~*~*~*~*~:O:O”:”*C*:di i. > ~ nnn) ln. ee ee » 
 _- | ie <ce F ioe £m 
. ‘ rr 
hy = , 
Sey et EO 
oar. ; 4 
, mee : 
Pees Re, 4. ; 
ae os ae | 
dw 
Ps. 
noe 
Ry } 
Ke 
a q 
ray erg 
wa W's we 
5 
4 Wa 
eae; 
4 
Be.» 
mee 
J ye 
ee 


If you handle Tires at all, it is for the profit 
































= in them, either directly or indirectly. We confidently believe that 
q If you have been handling Tires for the in- the Mansfield Line offers a 
a : direct profit, simply to hold trade on profit- rae 
— able lines, you have always felt that better proposition to the 
: a something was wrong with the Tire business Hardware Trade than can be 
oe somewhere. 
had on any other Tire. 
You have wanted a Tire that the people y 
" knew and in which they had complete con- 
4 fidence, a Tire that you could readily sell It is a great piece of 
be and that your customers would “‘boost’’ to “p_: ¥ 
E iesnle: Hotei goods. “Built to over-serve 
4 And you have wanted a Tire that, in addi- —and does it. 
a tion to all this, paid its own share of the 
expense of your business and left behind a We would like to go into 
3 little “‘residue’’ to line your pocket. 
= our distribution plan with 
2 It is expecting a great deal, we admit, but ; cal 
P the Mansfield Tire will come mighty close you in detail. It will interest 
: to meeting your views. you, we know. 
4 sai om : A postal will bring it. 


THE GEO. WORTHINGTON CO. 


CLEVELAND, OHIO 
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for HANDY HOME USES 
LAUGHS © AT 
“| TIME... 





DRIES FAST AND LASTS 
Cash in on DUCO—demanded by the : 


millions who know its merits — 


Wonderfully easy to apply. 
Does not show brush marks. 
Dries quickly. 
Unaffected by extremes of heat or cold. 
Will not chip, crack or peel off. 
Enduringly beautiful. 

Backed by the most complete and compre- 


hensive advertising campaign ever placed 
behind a finishing material. 


Never before, such a selling opportunity. 


Write or wire today for details of the “get- 
started” assortments. 





Plan to Attend 
Western Zone 


National Paint, E. IL DU PONT DE NEMOURS & CO., Inc. 
Oil & Varnish 3500 Grav’s F Road 
Association sats stein hiomtiga 
PHILADELPHIA, PA. 
Fifth 
Annual Convention 






Del Monte 
California 
July 8, 9, 10, 1926 
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239 West 39th Street, New York City 
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A Bull's Eye 


In this issue of HARDWARE AGE 
you will find a veritable manual of 
merchandising information. HARD- 
WARE AGE aims to be of service to 
you in the solution of the many 
problems incidental to the conduct 
of your business and to place be- 
fore you practical and workable 
ideas, the worth of which have 
already been demonstrated. 

This information is only as valu- 
able as you make it. Its up to you. 


What Readers Say 
About Us 


“Please find enclosed ,.heck for $4.00 
for two years’ subscription to Harp- 
WARE AGE. I know your paper very 
well and feel that it would be very 
hard to run my store without it.” 


(Signed) 
THE VALLEY HARDWARE CoO., 
P Taft, 


‘Charles Town, W. Va. 


“For many years we have been re- 
ceiving your paper and giving it care- 
ful perusal each week. In fact, many 
of our purchases and policies are 
guided by the information that we 
have procured from your valuable 
paper.” (Signed) 

H. H. BUHNE Co., INC., 
B. M. Adams, Pres., 
Eureka, Cal. 


“Your magazine is a wonderful help 
to me. Reading the various experi- 
ences of different merchants through- 
out the country is worth ten times the 
subscription price.’’ 

(Signed) D. B. CYGE, 
Paso Robles, Cal. 
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ho home builder's 
attention is being 
focused on hardware 
by McKinney advertis- 
ing. Turn this interest 
into better orders by 
introducing McKinney 
Hinges early in your 
sales talk. 










McKInnEY MANUFACTURING Co. 
PITTSBURGH PENNSYLVANIA 


MCKINNEY 
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McKinney Products include: Wrought Steel and Bronze Butt-Hinges—Strap and Tee Hinges 
—Forged Iron Hardware—Garage Door Hardware, including Complete Sets —Door Hang- 
ers and Track—Doer Bolts and Latches—Sash and Screen Hardware—Shelf Brackets. 
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What’s Your 


Increase? 


Aiming at 


the Individual 


HAIN store business is growing. Both the March sales and those for the 

first quarter show distinct increases. They likewise show that no curtail- 

ment of buying, at least so far, as the chain stores are concerned, has resulted 
from the recent breaks in the stock market. 

The Woolworth Company alone showed a gain of $1,392,083, or 8.23 per 
cent over March of 1925. All but one of the company’s thirteen districts re- 
gistered gains, and that one showed a loss in sales of less than | per cent, due 
to weather conditions. | 

The S. S. Kresge Co. reports an increase in March sales of 13.6 per cent 
over those of the same month a year ago; Robert Reis & Co. shows a gain of 
8.5 per cent; Neisner Bros., Inc. record a gain of 48 per cent. 

The biggest percentage of gain lies with the chain stores which carry mer- 
chandise priced from 5 cents to one dollar—the type of chain stores which 
carry the largest number of hardware items. 

As hardware men we are prone to think that because of the great variety 
of items, and the diversity of demand in different localities, the chain stores 
cannot successfully invade the hardware field. Taken as a whole, this assump- 
tion may be true, but the chain stores undoubtedly can carry hundreds of profit 
bearing items, now classed as strictly hardware. . 

It behooves hardware merchants to study chain store methods; to fore- 
stall this type of competition by adequately catering to all the hardware needs 
of their communities; in short, to become better merchandisers. 

Did your March sales show a gain over those of last year, of 8.23 per 
cent; of 13.6 per cent; of 48 per cent? If not the chain store is beating your 


pace 
It looks like a time for action rather than for watchful waiting. 


S I passed a hardware store recently, a large lithographed picture in the 
window caught my eye. It was a picture of a Western cowboy looking 
down the barrel of a six-shooter that was pointed my way. Somehow | couldn t 
get out of range of that gun. No matter which way I moved the cowboy s 
eyes, and the muzzle of the six-shooter followed me. It was as though | had 
been picked out of the crowd as a target for the message under the picture. 

It was a sample of mighty good advertising. Why? Because it singled me 
out and brought its message directly to me. Also it did the same thing to every 
other person who looked at that card. 

It brought home forcibly the fact that the best kind of a window display 
is one that seems as though it were intended especially for each person who 
views it. If it talks tools, it talks tools directly to each prospective tool 
customer. If it is a sporting goods display, it talks sporting goods in a personal 
and almost individual way. 

When a retail merchant can so arrange his advertising—newspaper, 
circular or window—that it seems to talk directly to each individual of the 
class at whom it is aimed, his problem of arousing interest in his store and his 
merchandise is solved. When you individualize people, they individualize you. 
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Bicycle window display in the store of the Stambaugh-Thompson Co., Youngstown, Ohio. This enterprising firm 
believes in boosting National Bicycle Week, and as a result cashes in on this opportunity for profits 


Join with the Boy Scouts and 


ORE than one-half million bicycles are sold 
M each year. This record has been maintained 

for 11 years. Each year the six-day bike 
races attract large crowds, and enthusiasm is such 
that many fans stay up all night to see a possible 
sprint. Well-known people come great distances to 
attend this annual bike classic. The two-wheeler is a 
permanent institution. 

This year the celebration of National Bicycle Week 
will be May 2 to 8. This event serves to focus atten- 
tion on the tremendous interest and sales possibilities 
of the bicycle as an economic means of transportation 
and as a purely sporting proposition. 

The Cycle Trades of America, Inc., 35 Warren 
Street, New York City, fosters the celebration of Na- 
tional Bicycle Week. This is an association of manu- 
facturers and wholesale distributors of bicycle and 
bicycle accessories ably managed by Executive Sec- 
retary H. J. McCarthy. 


Sales Possibilities 


There will be at least 150 bicycle races conducted 
in aS many major cities during this week. The obser- 
vation of the event in the smaller cities is not known 
at press time, but it is assured that there will be 
much activity of this nature in towns of 10,000 or 
more people. 

Aside from the hundreds of single sales possible in 
every community there is a big opportunity to sell 
large quantities of two-wheelers to Boy Scout troops 
and to squads of messenger boys. Cycling clubs are 
still important factors in your local athletics, and 
should be considered in planning a sales drive on this 
line. 


National Bicycle Week comes just at the proper time 
—the very time that the cycling season opens. Pic- 
tures of the old high-wheel-in-front models placed in 
your window for contrast with a modern bike dis- 
played in the same space would attract considerable 
attention. 

There will be extra profits made during National 
Bicycle Week. Will you get your share? You can 
if you will. 

Gross Hardware Cashes In 

Few things pass by that are not capitalized by the 
Gross Hardware Co., Milwaukee. The last thing which 
they, turned into business was the National Bicycle 
Week. A. G. Heinmiller, retail sales manager, devised 
a plan to be used in conjunction with the regular 
bicycle campaign that was a knockout. 

Over the large canopy in front of the store were 
placed large signs telling the boys to join a bicycle 
club and get a sweater. The plan was started five 
weeks before the national bicycle week. The plan was 
briefly to sell the bicycles ahead. For five weeks each 
boy deposited at least $1 against the purchase of a 
wheel. It did not become his property until after at 
least five $1 payments had been made. When the sale 
had progressed this far the boy’s parents signed notes 
with the youngster, guaranteeing payment. Then the 
bicycle was delivered and with it a $6 sweater. From 
this moment forward the owner was a member of the 
bicycle club and Mr. Heinmiller has plans up his sleeve 
that will keep them interested from time to time. 

To climax the sale period of five weeks and to tie-up 
with the bicycle week, announcements were sent to 
several hundreds of boys and large ads appeared in 
the papers. The boys were told to come down to the 
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This group of boys practice daily on the new half-mile track built by the Park Department in Queens County, 
New York. These embryo champions are shown being coached by Bobby Walthour, one of the most famous six- 
day riders 
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- Boost National Bicycle Week 


divided them into eleven classes, grading them by ages 


P store, look over the bicycles and register for the grand 
: race—all without cost. Prizes were to be given for the and heights. Each boy was notified when his class 


would race and was told to come prepared to do his 


speediest of several classes. 
best and take home one of the big prizes. 


Nearly 300 boys registered and then Mr. Heinmiller 





The two oldest bicycles in the world, built in 1881 at a cost of $150, were displayed recently at the Daytona 
Beach, Florida “Bicycle Day” 
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the other day caused me to think that a good 

many such men may be missing a bet. I asked 
this acquaintance of mine about the trade of auto- 
mobile tourists. 

“We don’t have any tourist trade,” said he. “Our 
store is not on the street tourists take in going 
through our town. Also I wonder if those fellows 
are buying much hardware store stuff on the road 
anyway.” 

There is something to think about in what that 
man said. In the first place, when a merchant makes 
up his mind that there is no trade to be had in a cer- 
tain line, he practically eliminates any chance of 
his getting such trade. If this merchant believes 
there is no business to be had from tourists he will 
not be disappointed. As far as his store is con- 
cerned such trade will be zero. 

Further, to decide that it is nut worth while to 
try to bring people out of their way to patronize the 
store, makes it certain that nothing will be done to 
attract them. 


Ste other I heard a hardware merchant say 


See for Yourself 


Regardless of what the dealer quoted may think, 
there is such a thing as a large volume of possible 
tourist trade for the hardware store. You don’t need 
to take my word for it. Go out some evening to the 
camp site near the city where tourists stop. Stroll 
around and note the equipment of those parked cars 
and those camping parties. Or take what may be 
an easier method. Send to one of the mail order 
auto supply houses for a catalog—the Western Auto 
Supply Co., for instance, 1414 South Wabash Avenue, 
Chicago, or 2701 Broad Street, Philadelphia. Here 
are some of the items you will find in such a catalog, 
items adapted to hardward store selling: 


Flashlights, Camp stoves, 
Luggage carriers, Carbon remover, 
Straps, Spark plugs, 


Vacuum bottles, Auto paints, 
Folding stools and cots, Camp axes, 

Camp refrigerators, Steel shovels, 
Brushes, Pans and skillets, 
Metal polish, Camp grates, 
Gasoline lanterns, Tools, all kinds, 
Folding pails, Electric bulbs, 
Lunch kits, Padlocks, 

Ropes and towlines, Hose and belting. 


ae 
Si care @ ii ip 








y) 


G the Tourist TRADE 





By Faun ee 





FREE TOURING }—_— _- oe —— 
SS atteio da 


RE & NES 


The above list does not include numberless items 
sold in most hardware stores and not included in a 
catalog specifically devoted to automobile supplies. 
Just watch a camping party get out and set up their 
equipment and get a meal and you will have an idea 
of what such things may be. 

Although my hardware friend thinks his store is 
not located in the right place to attract the atten- 
tion of tourists as they pass through his city, it 
would seem that it might have occurred to him to 
tap the tourist trade at its source. The first effort 
to sell to tourists ought to be the effort to sell to 
them before they start touring. In other words, your 
own town is full of potential tourists. The people 
who walk past your store today may be planning to 
start on a tour tomorrow or next week. Why not 
interest those people in buying from you? 


Give a Touring Map 


The following letter is suggested as a good one to 
mail to the automobile owners on your mailing list: 

Dear Sir:—Do you ever go touring in your car? 
Perhaps right now you are making plans for a long 
or a short trip. 

Many a trip has been all but spoiled by the lack of 
some part of the equipment that is needed in the 
emergency that may arise. 

It might be a rope or towline. It might be an ex- 
tra flashlight battery, or a collapsible bucket, a se- 
cure padlock, a convenient axe or shovel, or anyone 
of a score of other things. 

There are many things worth carrying for the 
possible emergency that are not always needed. 

We have made a study of the matter of touring 
equipment and in our store you will find a booth in 
which are displayed all the needed things. It will 
be worth while for you to see this display. You may 
get a valuable idea from it. 

With every purchase of auto equipment this 
month, if amounting to $5, we give the latest edition 
of Blank’s Touring Map. 

Yours very truly, 
Brown & Sons. 


The contents of the letter might easily be turned 
into a newspaper advertisement by omitting the 
“Dear Sir” and the “Yours very truly” and adding 
a headline, “Touring Troubles Prevented.” 
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The Farmer’s corner at the Lyford Hardware-Sporting Goods Co. store, Torrington, Conn. 
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Jim McElhone presides 


over this department. It is headquarters for Litchfield County farmers 


Jim McHElhone, Purchasing Agent 
Litchfield County Farmers 


LL the farm folks in Litchfield County, Connec- 
ticut, know Jim McElhone. He is the connect- 
ing link between the tillers of the soil and 

Lyford-Hardware-Sporting Goods Co. store at Tor- 
rington. Jim has charge of the farmer’s corner, in the 
back of the store, with its own rear street entrance. 
In this corner the farmer feels right at home. He 
can look at egg crates, dairy supplies, steel goods, 
milk bottle tops, lightning rods, spark guards, tie out 
chains, plows and any other equipment necessary for 
successful farming. 


Jim Does the Business 


Jim doesn’t depend upon this corner to attract all 
the business of the farmers. He circulates among 
them, helps them—bring in their hay, weed their 
gardens, prune trees, milk a couple of cows, stay over 
night, have a meal, take the family for a ride, and, 
in general, becomes a part of the farm life in the 
county. He was a farmer himself before going in the 
hardware business, so he knows exactly what the 
farmers and their families need or want. 

It would be difficult to estimate how much business 
Jim does with Litchfield County farmers. He sells 
them radio, furnaces, stoves, oil cook ranges, electrical 
appliances, a pack of cards, a lamp, paint, harness, 
plow parts, lightning rods, or anything else needed. 


If the farmer wants a pair of shoes or a plug of 
tobacco, sure enough, Jim will receive a phone call. 
Jim is actually the farmer’s purchasing agent, and he 
does the job well. 

Most of these farmers come to town in their own 
cars. Near the rear entrance of the Lyford store there 
is ample street space for parking. This is a real asset 
for the store and a great convenience for the farmer. 
The farmers park their cars, run in for a visit with 
Jim, buy if they need something*—but they visit, any- 
way. 

Has a Complete List 

Jim has a complete list of Litchfield County farms. 
He knows who owns, operates and lives on them, what 
they raise, how they make out, and can quickly give 
you a full story on any one of them. Occasionally Jim 
gets out a circular letter with a friendly offer to serve 
the farm’s hardware needs. With this letter will go 
three or four envelope stuffers procured from manu- 
facturers. When a new cream separator or egg crate 
is brought into town, Jim takes a few samples in his 
Ford and shows them off to the farmers. They look 
to Jim for this service, and are mighty confident that 
Jim is their friend. 

We might say at this point that we never saw Jim. 
No, sir, he wasn’t hanging around the store. He was 
out on the farms selling the farmers. 
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Art, Industry and Life © 


By Saunders Norvell 


and intelligent foreigner on what would happen 

when Europe settled down to work and invaded 
America. He shrugged his shoulders with a despairing 
gesture and said—‘Alas, Europe will never catch up 
with America now. We read a lot about the United 
States and Europe, but there is one thing that no one 
writes about. You are spending, here in the United 
States, millions and millions of dollars for education. 
Thousands and thousands of young men and young 
women are being educated every year in a manner 
that is unknown and impossible in Europe. 

% * * 


RR ec inte I was talking to a very distinguished 


“Success in every department of life depends 
primarily upon education. Those who are educated 
have al] the advantages. Not only your schools, but 
your colleges, all over the land are crowded with 
young men and women. Never in the history of the 
world was education so general nor, in the history of 
the world have there been so many persons studying 
as in the United States at the present time. Never 
before in history has a country been spending the 
money for research work into all departments of 
human knowledge that is being spent in this country 
at present. Your millionaires, when they die, leave 
their money to colleges, museums and other educa- 
tional institutions. Those who have suffered all their 
lives from a lack of education realize the value of edu- 
cation. These great captains of industry know that 
education is the strongest power in the world today 
and will be in the future.” 

*% ¥* % 


The other day I was a guest at a luncheon at the 
Union League Club in New York. Almost every man 
at this luncheon had his pedigree in “WHO’S WHO.” 
I glanced at men around the table that I had heard of 
for years. Practically all of them are outstanding 
national figures. What was it all about? 

* ¥% % 


Chancellor Elmer E. Brown of New York University 
was the first speaker. He told us that the famous 
artist, Donatello, was an artisan. He worked with his 
hands to earn his living. Art came to him as a by- 
product—as a natural evolution. Then there was 
Michael Angelo. Did you ever see his statue or his 
picture? He looked like a stone mason. He had the 
face, the head and the neck of a prize fighter. Swing- 
ing the sculptor’s mallet developed his muscles. No 
wonder he could lie on his back on a platform in the 
Sistine Chapel in Rome under the ceiling and paint 
for sixteen hours at a stretch. Michael Angelo was 
not a union worker. Raphael was of lighter build. He 
was something of an exquisite—something like Condé 
Nast!—but he mixed his own paints. Leonardo da 
Vinci did everything. He was a painter, sculptor, 
civil engineer and anatomist. No man in history did 
as many things, or knew as much, as Leonardo da 


Vinci. In Florence, when the plumbing got out of 
order at the Palace, the Grand Duke just sent a 
messenger posthaste for Leonardo to make a wipe 
joint of the lead pipe. Leonardo knew how to do it, 
too, and did it. Now he lies at the Chateau of Amboise 
in France, where he died in the arms of a French 
king. At the end of one summer day, at sunset, I 
stood in the little chapel and looked at the marble slab 
in the floor—nothing there but “Leonardo da Vinci, 
1510.” Leonardo did not need an epitaph. 


— = 


Chancellor Brown said there were three things to be 
considered: Life, art and industry. These three things 
should be welded into one. The artisan should be an 
artist. The artist should be an artisan. Both the 
artist and the artisan should be in touch with, and 
understand, life. Chancellor Brown told us that New 
York University was just a Western college set down 
here in New York. 

* * * 

Beauty is the greatest thing in life. “A thing of 

beauty is a joy forever.” All of us have our right to 


our share of beauty. The recollection of beauty re-- 


mains when “that tired feeling’”’ has been forgotten! 
* * * 

General C. H. Sherrill, who occupies an entire page 
all to himself in “WHO’S WHO,” then told us about 
the plan of New York University. It was a very sim- 
ple plan. There is really nothing very much to it, but 
how would you like to be one of the lucky ones? New 
York University is making up a party of school teach- 
ers, students and working men to take a 60-day trip to 
Europe. They sail on July 3, 1926, and return on 
Sept. 2, 1926. The entire trip will cost $425 each, with 
the usual extra graft for passports and foreign vises 
—say, $20. In other words, the passage on the ship, 
traveling in France, hotel bills, buses, lectures, etc., 
will cost each of the pilgrims $7 per day. 


* * % 
The courses of study will be as follows: 


I. France, Geographical and Historical. 
II. Early and Gothic Architecture and Sculpture 
in France. 
III. Early and Gothic Decorative Art in France. 
IV. French Architecture, 16th-18th centuries. 
V. French Painting and Sculpture, 16th-18th cen- 
turies. 
VI. French Decoration and Furniture, 17th-18th 
centuries. 
VII. Nineteenth Century and Modern French Paint- 
ing and Sculpture. 
VIII. Modern French Decorative Art. 
IX. Methods of Art Study for the Traveling 
Student in Europe. 
* ¥% ¥* 
Through the courtesy and cooperation of the 
French Government and prominent residents, the 
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above courses will open to the American student 

hitherto inaccessible private collections, as well as 

those of antiquaries and of museums. Research 

students, by the aid of special introductions, will be 

able to pursue their studies with original documents. 
* % * 


The following trips will be offered the students, 
from which they can elect five: 


LOCAL: EXTENDED: 

1. Versailles 1. Troyes 
2. Fontainebleau 2. Amiens 
3. Chantilly 3. Chartres 
4. Saint Denis 4. Battlefields 
5. Sevres 5. Rouen 

6. Chateaux of the Loire. 

* * * 


At the close of the last week of the summer session, 
all students will be required to take a final tour with 
which the school term will end—a four-day trip South 
to the Chateaux in the Valley of the Loire. This tour 
will leave Paris on Saturday afternoon, Aug. 21, 
1926, spending the next three days visiting along the 
Loire the many points of interest to students of 
French art and architecture. The tour will then re- 
turn North and end in Paris on the morning of 
Aug. 25, 1926. Those students who choose to return 
on the S. S. Rotterdam, sailing Aug. 25, 1926, in ac- 
cordance with the regular schedule, will proceed by 
train to Boulogne, meeting the steamer for embarka- 
tion in the afternoon. 

* * * 


I was interested to note that the French Govern- 
ment will have French artists give lectures to the 
students at the Louvre. I do not know whether there 
have been other pilgrimages of this kind before. This 
pilgrimage of course is entirely different from these de 
luxe trips around the world. This pilgrimage, as I 
wrote above, is for school teachers, students and art- 
isans—workingmen in the trades who wish to learn 
more about their trades. Think what this will mean 
to them to see the architecture of Paris and the other 
French cities, to visit the Chateaux of the Loire and 
see the stonework of the greatest stone masons of all 
the ages! 

*% % * 

I am writing about this luncheon and about this 
plan because it appeals to me from a practical stand- 
point more than anything else I have run across in a 
long time. I have traveled with fat people in Europe. 
I have torn my hair trying to get them out of bed in 
the morning to visit art galleries and cathedrals. I 
have driven them around in carriages. Sometimes they 
would sit in the carriage because their shoes were so 
tight they could not walk around a museum, an art 
gallery or a cathedral. What a waste that people of 
this class should clutter up.the art centers of Europe! 

* * * 


Now, I will bet a big, red apple that these school 
teachers, students and industrial workers who take 
this trip will be up early to see everything that is to 
be seen. They know the value of a dollar. They know 
the value of an hour. I wish I could go with them. I 
wish I could hear these lectures. What a joy it would 
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be to sit next to an iron worker and hear his comments 
on some of the wrought iron work of the middle ages! 
How I would like to hear a glass worker talk about the 
glass windows in the Cathedral of Chartres! I myself 
have wasted days, weeks and months dragging around 
Europe with the wrong kind of people—soft people, 
fat people, people who thought only of dinners, cham- 
pagne, theaters and how soft the bed would be that 
they would sleep in that night. How I would like to 
take a trip over Europe with thin people, hard people, 
people who wear large, comfortable shoes, who have 
legs and feet that are made to walk with, people who 
laugh at a hard bed and enjoy black bread! This 
crowd are all going over on the S. S. Rotterdam third 
class. I may just sneak away with them. If you 
get a lot of art stuff in succeeding articles from Paris, 
you will know I am combining art, life and industry 
and stealing every good idea that lies around loose!! 


& @& 


General Sherrill said—“Although this Department 
ef Fine Arts has only been in existence two and a half 
years, it already numbers over 1400 students. We 
believe this almost embarrassing success is because its 
purpose is so entirely novel. Our department does not 
concern itself with dilettante, or persons studying art 
for cultural reasons, but seeks to aid those earning 
their living in the arts and crafts by improving their 
knowledge in the most practical fashion. Briefly, it 
addresses itself to exactly that portion of the Amer- 
ican public which provides the readers for the busi- 
ness journals of our country. Just as those publica- 
tions have become everywhere known as the finest in 
the world, so we hope to recommend this Department 
of Fine Arts as the best equipped to serve those 
readers and people like them.” 

* * * 


“It is a joy’—he continued—“to see the earnest, 
eager students now composing the 1400 which have 
already flocked to this new department. It will be 
even more interesting to see the type who, in Paris, 
will face these great French professors when the 
courses open July 12, 1926, in that historic palace, 
the Louvre, so generously open to us by the French 
Ministry of Fine Arts.” 

* ¥ ¥% 

I wonder if you will be interested in the list of the 
gentlemen attending this luncheon. I think you will. 
I am going to give you this list with the job of each 
man after his name. Study the list and figure out the 
power of these men, not as expressed in dollars, but 
as expressed in art, beauty and ideas. 


*% % % 


Cass Gilbert leaned over to me and said—“‘Where 
have we met before?” I was very much embarrassed 
as I did not remember. Then that night, this six-hour- 
behind-time memory of mine got busy. I had met 
Cass Gilbert at a luncheon given in St. Louis at the 
St. Louis Club some twenty years ago by Halsey C. 
Ives, the director of the St. Louis Art Museum. You 
can always count on me for some stupid break like 
this. The idea of meeting Cass Gilbert, possibly the 
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HY should a wide-awake hardware man feel 

\ \ particularly happy with the arrival of 

spring? Because the housewife starts her 

campaign of renewing the home—cleaning up, 

painting up and buying new equipment—and the 

live dealer realizes the sales possibilities of the sea- 

son. Renewing the home is almost a sacred rite 

among thorough-going housewives and each year 

| more and more housewares and hardware dealers 

| are profiting by pushing aggressively the sale of ap- 
propriate articles. 

Cooking utensils have been found to constitute 
an especially good line for a spring attack. Any- 
thing that is clean has an exceptionally strong ap- 
peal to the housewife at this time. Hence, a good 
selling point can be made of the fact that enameled 
ware embodies the quality of cleanliness to the high- 
est degree. Still another point to stress is the ne- 
cessity for having good utensils for the proper ¢ook- 
ing of the new spring foods—the fruits and vege- 
tables that are just coming into the markets. 

A kitchen is really the heart of the home for from 
it radiate the housewife’s activities. For that reason 
a “Renew the Home” campaign may well start with 


34 HARDWARE AGE 


Announce Spring with Enameled Ware 
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the kitchen. When housewives are making up their 
minds to discard articles which have outlived their 
usefulness it is the right time to make an aggressive 
drive with new kitchen utensils. Many a pot or 
kettle, ready for the scrap heap, is kept in service 
because the housewife has become fond of it: Show- 
ing her attractive enameled ware in all its newness 
and pointing out its merits will accelerate the dis- 
carding process. Try the slogan, “Renew the 
Kitchen” and see what a generous response it brings. 

Hardware dealers who have conducted successful 
sales in connection with spring cleaning have found 
the easy cleaning feature of enameled ware and its 
sanitary qualities admirable points to set forth. The 
idea lends itself well to advertising, circular letters 
and display cards. “When Cleaning—Remember 
Enamaled Ware is Easy to Clean” and “Enameled 
Ware, the Clean Ware—When Renewing” are slo- 
gans which will exert pulling power on the house- 
wife intent on setting her home in order. 

But the idea of renewing is not the only one which 
can be used to advantage to sell enameled ware in 
the spring. New fruits and vegetables make their 


(Continued on page 77) 
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What Merchants Want to Know 


By Howard Egbert 


Publicity Director, the National Cash Register Co. 


changing continually. To help merchants ad- 

just their methods to these changing conditions 
and thereby make more money, is the purpose of the 
Merchants’ Service Bureau of The National Cash 
Register Company, Dayton, Ohio. 

This bureau was established in March, 1922. It 
has grown rapidly in response to calls for help from 
the business men of the country. The number of 
requests for service has increased steadily. The first 
month of the service, twenty-two questions were 
asked and answered. Today, the number averages 
between 350 and 400 a day. During the year 1925, 
106,864 were answered. 

These came chiefly from par Sea 


ik merchandising problems of retailers are 


to hear about new and better’ business-building 
methods. 

Charts, pamphlets by the millions and a handbook 
of business methods, entitled “Better Retailing’? have 
been in large demand. Special studies of certain 
merchandising lines have been made. All these helps 
are used to assist in this tremendously important 
business of building more profitable retail business. 

Two purposes are involved in all this: First—to 
help the merchant. Second—to train the company’s 
selling force. 

A check on how salespeople in differcnt kinds of 
stores spend their time reveals the following: 





the merchants of the 


Per cent 
Waiking ...... 30 
Loafing ....... 15 


United States and Can- 
ada, but there were hun- 
dreds from _ Europe, 
Australia, Latin Amer- 
ica, and South Africa, 
with an occasional one 
from Japan, China, and 
other countries of Asia. 


The basis of profitable 








Analysis of 96,529 Questions 


\ HAT merchants are most interested in is shown by 

the questions listed below. These are the twenty-five 
questions that were asked most often during 1925 by mer- 
chants who requested help from the Merchants’ Service 
Bureau of The National Cash Register Company. 

More than 108,000 questions were asked during the year. 
These came from merchants in every State and Province 
of Canada. City, village and cross-roads stores in 258 
lines of business were represented. Sales volume in these 
stores ranged all the way from $3,000 to upwards of $36,- 


000,000 annually. 


Useless Talking 10 
Stock-keeping . 15 
Cleaning ...... 15 
ee 15 
Since selling is the 
most important thing in 
a store, it may surprise 
some readers to know 
that the average em- 
ployee spends as much 


business, the Merchants’ These twenty-five subjects account for a total of 96,529 









































Service Bureau has dis- out of 108,000 questions. This list is, therefore, a fair time in loafing as in 
covered, is to be found cross-section of what merchants want to know. selling and twice as 
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E assembled by proprietors who want their employees Poor quality of @O0GS.::. 0... ccc ccceee. l 
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These figures need no elaborate argument. They 
speak eloquently of defects in selling which can be 


remedied if proper study is given to the subject. 

Many merchants do not know how stock-turn affects 
their profits. The bureau furnishes a chart showing 
various lines of businesses and what the average 
stock-turn is per year. 


AVERAGE STOCK-TURN PER YEAR 


Number of 
Stores Stock-turns 

TE eee eT ere rr 50.0 
i <6 ce iGet ease ghee lean ceees 40.0 
a ein tne eat wemae 14.0 
so. cKtcruntsexpewebesiabueeeneen 12.0 
re ee ee ee er 10.0 
CE sitet cee espns eke eeeseeenebawe 10.0 
ee re 6 
SD TD GD SOND Div n cccccccedesswnewess 6 
Auto Tires and Accessories.................. 5 
eda ati eaig sh Ue ns chis wi 5 
ee pe 5. 
Department Stores—A ...........00.02.000. 4. 
RE ee 4 
el inset eee bee eeu ie’ 6 4 
OTE EEOC ET TET Te 3. 
Ce OP reer errr 3. 
ES ee 
| ee ree ere 

i ib enednke tate edededuteeeeeeeys 
eee Tee 
Pe <cceceeedegetereandesauens 
ie cniddipin bine Cao ad keh cow a bess 


<6: cones Ci keeahene see ORe Rees 
Department Stores—D ...............-2005- 
Gomeral BIGTERARGIBS 2... ccc cccccccccscceess 
PE Cte didugiekeenebeed senuieedwees 
| er ee ee Tre 
OOO TSN HES cc ccc ccccccecesecces 
i Ce + ccccdeceeesetevesekewes 
Pt tet ietuclen. euecekechesetiwe bes 
PTT TT TTT TTT eT ee 
SPUUREOERONS TUOTORRKE occ ccs cect ruressecess 


CAHONWWMORNDOWDOSOSSSOMNRHOOROS ISS 
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A—Sales over $10,000,500. 

B—Sales $4,000,C00—$10,000,000. 

C—Sales $1,000,000—$4,000,000. 

D—Sales $500,000—$1,609,000. 

E—Sales $250,000—$500,000. 

F—Sales under $250,000. 

The problem of getting salespeople interested in 
their employer’s business is a pressing one. The 
bureau knows of one case of a merchant who made 
sales which profited the store $2,745, while two sales- 
people in his employ actually showed a loss to the 
establishment. In this case, the proprietor was work- 
ing for his clerks, not they for him. 

It was discovered, shortly after this bureau was 
established, that a large percentage of the letters of 
inquiry related to the subject of collecting past-due 
accounts. A series of collection letters was devised 
and sets were furnished to all merchants who asked 
for help on this problem. 

Another discovery made was that some merchants 
who have been in business for as long as thirty years, 
really do not understand how to figure selling prices. 
It was found that there is a great deal of guesswork 
among merchants. These merchants cannot under- 
stand why their business does not show a profit. 

The bureau thereupon framed “Five Ways to In- 


crease Profits”: 


1. Push one article daily. 
2. Put prices on articles 





3. Suggest specials by phone. 
4. Have a daily bargain table. 
5. Promote friendly rivalry among salespeople. 


These suggestions were elaborated upon in a special 


bulletin to give merchants information enough to put 


the plans to work. Letters soon showed that simple 
though the ideas were, they worked and profits were 
increased. 

Then the subject of how to make the floorwalker 
useful as well as ornamental came up one day and 
the bureau gathered suggestions about the qualifica- 
tions and characteristics for a successful floorman. 

The subject of departmentizing a store has always 
been one of extreme importance. The bureau has 
approached the matter from the standpoint of recog- 
nizing that departmentizing helps to increase sales 
and profits. Advantages of departmentizing are set 
forth in the following manner: 


1. Profitable lines are revealed. 

2. Unprofitable lines are shown up. 

3. Stock-turn is speeded up. 

4, Correct mark-up can be figured on each line. 

‘5. Inventory is easily kept and checked. 

6. Responsibility is put on more people. 

7.. Salespeople have greater incentive to work, and 
take greater interest in the store. 


8. Better control is obtained. 


During the past year, twenty-five questions have 
stood out most prominently among the thousands that 
were asked—in all, 106,864 questions coming from 
stores engaged in 258 lines of business in all parts 
of the country. These twenty-five subjects account 
for a total of 96,529 out of the 106,000 questions that 
were asked. The list, ‘t is reasonable to assume, con- 
stitutes a cross-section of what merchants want to 
know, 

It has been found that a way can be discovered 
by which most of the problems of stores can be solved. 
The Merchants’ Service Bureau is a research labor- 
atory into which questions are handed and answers 
are discovered and are turned out. Instead of dig- 
ging around the stump as used to be the custom, 
merchants are being taught the benefits of finding 
the facts and then facing them. No merchant ever 
failed because of knowing too much about his business. 

Reprinted through the courtesy of Printers Ink. 





Experience 

T has been said many times that experience is the 

best of teachers, and I have yet to find any one 
who does not agree. However, I do not believe that 
all of us pay attention while experience is teaching. 
I have found, through the teachings of experience 
that it pays for us fellows behind the counter in the: 
hardware business to have some experience with the 
goods we are selling. Not only should we have experi- 
ence in selling, to make proficient salesmen, but we 
should use the goods ourselves and learn what they 
will do in practice. 
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Bathroom fixtures window display in the store of the Gross Hardware & Supply Co., Milwaukee. A display of 
this kind is sure to attract the attention of the passerby and will help greatly in the sale of these items 


Bathroom Styles Change, ‘l'oo 


Every W oman Wants a Scale in Her Bathroom So the Gross Hard- 
ware & Supply Co., Milwaukee, Wis., Has Featured Them in Their 
Window and Store Displays of Bathroom Equipment 


and go out of style. Upon that plain fact, the 

Gross Hardware & Supply Co., Milwaukee, has 
built up a highly profitable “replacement” business. 
The Gross Company does not look to the contractors 
for the bulk of its bathroom fixture sales, but rather 
to the established home owner, and particularly to 
the housewife. In fact, no special effort is made to 
attract the attention of the contractor. 

Most home owners take a pride in their homes and 
want them completely and conveniently equipped. 
With this common human attribute in mind the store 
has arranged, in a central location, an attractive fix- 
ture display. A section of wall case, with sliding 
glass doors lined with white oilcloth and illuminated 
by two electric lights in the top, displays an assort- 
ment of soap dishes, toothbrush racks, towel bars and 
the like. Other items are displayed on an 8-foot 
counter in front of the wall case, while the wall at 
the end, also covered with white oilcloth, sets off the 
mirrors and medicine cabinets. 

Only quality merchandise is handled, and the whole 
sales effort is toward getting people to replace their 
present bathroom equipment with better and newer 
fixtures, and particularly appeals to those who appre- 


B01 40 0 fixtures do wear out, become broken 


ciate nice things. Naturally, this policy eliminates 
any possible “5 and 10 cent store” competition, for 
the two lines are not comparable. One of the best 
selling items in this department is bathroom scales; 
in fact, the almost universal interest of women in 
diets and weight reduction is responsible for bringing 
a large number of women into the department, and 
there the attractive display sous the other fixtures 
and accessories. 

While bathroom fixtures, perhaps, do not show the 
largest total sales volume in the store, they do show 
a very profitable turnover. The average stock car- 
ried runs about $800 and is turned better than five 
times yearly. 

A survey of the building situation in the com- 
munity is made each spring for the purpose of develop- 
ing prospects for bathroom supplies and equipment. It 
has found that people, as a rule, have a habit of 
sprucing up their homes and surroundings during the 
spring and early summer months, and if this end of 
the business is gone after during this period of reno- 
vation there is no reason why a bathroom fixture and 
supplies department cannot be made profitable as well 
as lending itself admirably to display. 
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wore | INVITING WOMEN 
eg to SHOP in the 
; HARDWARE STORE 


each week that she devotes to shopping. On 

that day she takes her market basket (if she 
has one), her baby (if she has one), a list of needed 
articles (if she has made one) and starts on a rather 
leisurely journey “down-town.” Excepting a few 
sundry articles that she needs, everything she buys 
is something suggested to her during her trip through 
the shopping district. She halts in front of the meat 
market and goes into the grocery store without know- 
ing what she intends to buy. She enters a depart- 
ment store with eager eyes, although her journey’s 
end may be only the notion counter. 

After the essential purchases are made, she spends 
the rest of her afternoon in window-shopping, which 
is, any woman will say, a glorious pastime. The win- 
dows of furniture stores, bake-shops, drug _ stores, 
haberdasheries, electrical supply houses, occasionally 
the plumber’s unchanging display attract her, filling 
her with pleasure and desire for the things she sees. 
How often do women stop to gaze admiringly and 
longingly at a hardware 
window? How many times 
are they lured into the 
store by the attractive win- 
dow display of irresistible 
household equipment? 

I am a housewife and an 
inveterate windowshopper. 
Having discovered that 
women do ignore hardware 
displays, I have tried to 
analyze its cause as it af- 
fects my women friends and 
myself. 

What attracts us to any 
window is a picture, some- 
thing familiar enough to 
arouse our imaginations. 
A window full of coffee 
pots means nothing to us 
unless the one at home is 
no longer usable. One cof- 
fee pot, enthroned on an 
electric grill, its shininess 
glistening against its dark 
background would mean 


LMOST every woman has at least one half-day 















what we should have,” we exclaim. This one coffee 
pot seems such an excellent coffee pot that we begin 
to wonder if it is made to retain the heat especially 
well, if it has a long guarantee, if it is easy to wash. 
Mr. Hardware Man, set our imaginations working 
and we'll sell ourselves anything! A display of cut- 
lery on black velvet is only for young boys or young 
brides. To sell to us who have some knives, you must 
put an open jack-knife with a cut clothes line, a bread 
knife near bread that has been cut without leaving 
crumbs, a utility knife with thinly sliced bacon, a 
stainless steel knife near a halved orange. Shears 
are only shears until associated with sewing. Borrow 
your wife’s or furniture dealer’s Priscilla sewing 
cabinet, leave one lid open, dangle from it a bit of 
lace and a piece of gay silk, lay upon these a pair of 
shears “that would cut anything,” and you’ll have all 
the ladies in town stopping to gaze. The rest of the 
display—all kinds of shears and scissors on the black 
velvet—will get the proper amount of attention. 
Women are interested in antiques these days. 
Many women haven’t time 
to rummage around for 
originals, so they buy mod- 
ern reproductions. A pot- 
tery display will attract this 
trade. Bowls, pitchers and 
jugs of interesting design 
and color they are always 
looking for. Glass and pot- 
tery for baking are great 
rivals of real antiques be- 
cause they “have the look” 
of the old, but give the ser- 
vice of modern conveni- 
ences. 
ae Few hardware men bother 
to fix a model kitchen in 
>~— the window. We women 
. would stop to gaze long and 
lovingly on a display in- 
cluding a neat work table 
bearing materials and uten- 
sils for cake-making, a ca- 
pacious waste-basket, handy 
garbage can, graduated 
sauce-pans hung on a row 


something to us. “That is “Use your imagination and you can sell us anything” Of hooks, a small cupboard 


(Continued on page 84) 
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How to Keep the F'armer’s 
Dollar at Home 


By W. Milton Kelly 


PART ONE 


Y business is farming, and in the main my 
M. buying and selling experience has_ been 
7 gained through trading in my home city. As 
I analyze my own experience, as well as that of other 
farmers I know, I am thoroughly convinced of the 
fact that the bankers and retail merchants of our 
little city need a few jolts to awaken them to a better 
understanding of their business relationship to the 
farmers. My father was a farmer, and produced al- 
most everything he needed. The local smith made 
many of his tools and wagons. The local grist mill 
did his grinding, and sold him his flour. He did all 
of his banking in his home city, and traded his butter 
and eggs for some of the staple groceries and clothing 
at the local merchants. There was the simple life as 
so many writers describe it. 

I have some very decided opinions of how the 
business men of a small city should conduct their 
affairs to hold the trade of the farmers in their com- 
mercial zone. I can see a lot of changes in their busi- 
ness methods that would be desirable, but the last 
thing I would think of doing would be to go into their 
bank or store and begin to tell the owner how wonder- 
ful certain other banks or stores were and how he 
should imitate their methods and become efficient and 
scientific. But since so many of the city business men 
have acquired the foolish habit of late of telling the 
farmers what to do, I am going to tell them some of 
the things that could be done to make their cities 
better trading centers for the farmer and his family. 


Slip Easy 


We farmers slip into ways and grooves of action 
quite easily. It takes quite a jolt to pull us out of 
these old ways, but some of us have been bolted so 
hard that we are going to be careful not to get into 
the mire again. 

We have just returned from a meeting of farmers, 
bankers and merchants called together by the Chamber 
of Commerce of our little city to discuss the live topic 
of the day—how to get hold of the thirty-five cents left 
of the consumer’s dollar after paying the buyer, trans- 
portation companies, commission houses, jobbers and 
retailers the other sixty-five cents for getting our 
produce to the consumer’s home. Our banker rose and 
made a nice speech surveying the financial situation 
and concluded with the statement that we had only 
providential disasters of the weather and storms to 
dread, while he and the merchants must always reckon 
with human frailties. He explained how their affairs 


Editor’s Note: The author of this article is an actual 
dirt farmer and has been written with the thought in mind 
to give the dealer of today views on practical business 
from a farmer’s angle. 


were so dependent upon the affairs of others that they 
were only small factors in determining their own 
future. He told us how we would always have, at 
least, an assurance of a home and its comforts if we 
were honest enough to work faithfully in the quiet 
fields that have produced so abundantly for us all 
these years. How we should spend our money at home 
rather than send it out of town to mail order houses 
and buy from direct salesmen. He dwelt so long upon 
what the bank and business men of our city were 
doing for farmers that it seemed to me he was 
rubbing it in. We regard ourselves as citizens who 
have asked no special favors of the bankers and mer- 
chants. Yet we are singled out to be dined and told 
how much is being done for us by the philanthropists 
of our city. ) 
Study Buying and Selling 


The growing tendency of farmers to buy of mail 
order houses and direct salesmen is rather dishearten- 
ing to bankers and merchants in many small cities, 
because they can see little good to their lines of busi- 
ness from having us spend our money where it does 
us the most good. It is a good thing for us that we 
do change our ways when we have a good reason for 
doing it. And that reason usually comes to us in the 
form of a jolt of some sort. It is only when the rut 
we are in gets so deep that we are jolted that we think 
of turning out and following a new path. 

As I study my buying and selling problems I find 
that I have to paddle my own canoe without any help 
from the outside. I do not feel that I should take 
our bankers and merchants in tow, unless they are 
willing to do a little of the paddling themselves. 

What are the bankers and merchants of our city 
offering us in exchange for our trade? Street fairs, 
band concerts, dollar days, Saturday auctions, old 
home weeks; or a combination of the five. It is hard 
for some of us to see how these amusements benefit 
farmers in their buying and selling problems. I guess 
that is why so many of us are keeping away from 
these schemes to draw our trade without giving us 
any direct benefit in return. 

It is pretty hard to convince a banker or merchant 
that some of his methods are not sound, but they would 
look upon the farmer as a fit subject for a lunacy com- 
mission to examine if he attempted to raise crops 
without planting seed and cultivating his soil. Yet 
his willing advisers, the bankers and merchants, are 
anxiously waiting to put on their fall shows and 
carnivals in order to get their share of his fast 
shrinking dollar, without sowing good business seeds 
or cultivating the farm field. And I want to say right 
here that this farm field is getting pretty weedy from 
neglect, and it is going to take a lot of hard work to 
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clean it up and bring back some of the business that 
is going to the mail order houses. 

The bankers and merchants want the farmer’s 
dollar, but in how many cities of the country have 
they done anything worth while to help the farmers 
in their trading zones make more from their farms 
or to save what they have taken in during the year? 
Is it not time that bankers and merchants took an 
inventory of themselves and began to do some con- 
structive thinking along these lines? I am using 
some pretty plain language and I hope it will get 
under some of your hides and spur you on to action. 
There is time to employ a real effective backfire, and 
get this business back to your home city where it 
belongs. 

Looking at us farmers as human beings, like your- 
selves, who are in business for the profit there is in 
it, can you blame us for becoming tired of this old 
Chamber of Commerce and Booster stuff about the 
bankers and merchants helping us. Frankly, I think 
it would do a lot of good to the business men of some 
of these little cities if the farmers of their trading 
zones would refuse to spend money in their places of 
business until they got together and did something to 
make their cities decent places for the farmers to 
trade, not buy. 

You are prone to emphasize the word trade, but 
about all we men of the soil, our nation’s backbone as 
one of our hardware merchants calls us in his speeches, 
can do in most of your cities is to trade the thirty-five 
cents left from the consumer’s dollar for a neatly 
printed certificate of deposit, or some of the goods, 
wares and merchandise on your shelves. And that 
Mr. Banker and Mr. Merchant is what you term draw- 
ing trade to your fair city. Better call it drawing 
moths to your lights. 

The farmer’s idea of a trading center is a place 
where he can dispose of some of his products, and 
purchase the supplies he needs for his business and 
home. His idea of civic pride and building up his 


community has a higher aim in the general scheme 


of business and social life than take, take, take, with- 


out giving something that is more substantial than 


band concerts and stale advice in return. The time is 
fast approaching when some of you wise bankers 
and grasping merchants are going to realize that your 
Chamber of Commerce can do greater things toward 
building trade with farmers than holding these cheap 
entertainments and telling them of their shortcomings 
and virtues before a big audience. In fact I think a lot 
of you realize the importance of the question; but 
somehow or other you do not understand the farmer’s 
problems sufficiently well to do some of the things 
you would like to do for him to gain his good will and 
trade. 

We farmers are long on production and short on 
selling methods. The orators tell us that we are in 
the midst of a business that makes us broadminded, 
but I believe that men are born with broad and narrow 
minds and that their business has very little to do 
about bringing them out. In fact the farmers that 
are a little deep and narrow in one subject seem to 
like it and make it go better than those who pose as 
being broadminded and have their knowledge spread 
out too thin to keep them out of the sheriff’s hands. 

We have had a lot of talk of cooperation for the 
last few years and it has been mostly talk. It started 
in the Grange, but it did not last long. Then we 
started a creamery and that failed. Then we tried 
cooperation in a few other things, but members de- 
veloped petty jealousies and the whole proposition 
passed up. 

I do not believe there is any more in cooperation 
today than there was twenty years ago. I know it 
has been agitated mostly by people who have been 
struggling to be popular and get themselves into 
remunerative positions. I know that cooperation can 
succeed best in communities where all interests, both 
business and social are interested in making ther 
home cities and surrounding farms, a better com- 
munity in which to live and do business. In another 
article I am going to tell you bankers and merchants 
how you can do a fine thing for the farmers of your 
trading zone, and at the same time keep their dollars 
at home and help them make more. 

Part two will appear in an early issue. 


‘ 





Free Advertising 


E are always getting new booklets or pamphlets 
from some manufacturer or other and most of 
them contain some pretty good salestalks as well as 
things of interest to prospective customers, but how 


many ever reach that goal? These booklets are 


printed at considerable expense to the manufacturer 
with the thought that they will reach the public and 
create a desire to buy, but I will wager that the 


greater part of them go to the paper baler or the 


boiler and never serve their intended purpose. It cer- 
tainly would help sales if they only did reach the 
public and they can quite easily, if we will put one in 
each package we wrap. Some merchants say that 
pamphlets put into bundles are seldom read, but I 
recently had an experience which proved differently. 

When the electric lamp manufacturers came out 


with their new prices and new inside frost lamps, they 
published a pamphlet showing the prices and the 
advantage of the new lamp over the old types. We 
made it a point to put one of these pamphlets into 
every bundle that went out of the store and say! were 
they read? Something caused a very sudden interest 
in the new lamps and something made the lamp sales 
go up. 

It certainly proved that it pays to put pamphlets 
into bundles, but I do not think we should load up a 
customer with advertising matter to the point where 
he thinks he carried home everything we had. How- 
ever, I do think that every bundle that goes out of 
a store should contain ONE pamphlet on some article 
we stock, preferably on seasonable items. 

“It pays to pamphletize.”—W. D. M. 
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Combination window display of gas stove and set of chinaware in the store of the Dixon Hardware Co., Santa 
Rosa, Cal. A display of this kind and an offer to give with each stove sold a set of chinaware increased the turn- 
over on gas stoves for this firm 


Giving Away China to Increase Stove 
Sales Doubles Demand for Both 


Dixon Hardware Co., Santa Rosa, Cal., Increases Its Stock Turn Over on 
Gas Stoves and Ranges by Giving a 42-Piece Set of Chinaware with Every 
Stove Sold During a Special Sale - 


with every stove sold during the period of a 

special sale which was held to increase gas 
stove turnover the Dixon Hardware Co., Santa Rosa, 
Cal., not only increased its stock turn on gas stoves, 
it also created a fresh demand for dishes and 
crockery. 

During the time of the sale demonstrations were 
held in the store. A regular cooking school was 
established for showing what the stove could do. 
This was in charge of a competent woman, a fac- 
tory representative who was familiar with all of 
the technical and sales points that the manufac- 
turer claimed for his product, and she was familiar 
also with the practical use of the stove as a house- 
hold essential. 

A window display was arranged by the store as 
shown in the accompanying illustration, with the 
stove occupying the central position, surrounded by 
the chinaware. The dishes were set on crepe paper. 
Some of them were supported by brackets so that 
the ones in the background could be seen to advan- 
tage. The display was kept as simple as possible 
in order to convey the one idea that the store wanted 
to get across. It was holding a special sale on 


B' giving away a 42-piece set of chinaware 


stoves. Therefore a stove occupied the center of 
the window. In order to induce people to buy stoves 
and to show that this stove merited special atten- 
tion it offered as a special feature a set of dishes 
free. 

Newspaper advertisements, circular letters and 
moving picture advertising were also used. The 
demonstrations attracted a good deal of attention, 
and small books of recipes were given out inside the 
store. 

Following the sale, even several weeks after the 
display had been removed from the window, and 
after the demonstrations were things of the past, the 
Dixon Hardware Co. received requests from people 
who visited the store to examine the stove again, 
and several people who had purchased stoves at the 
sale and had received sets of dishes, returned to the 
store to add to their dinner sets. Many of them rec- 
ommended the dishes to their friends, who in turn 
bought sets of dishes of the same company their 
friends had. 

All in all, as R. D. Dixon, president of the firm, 
says, the demand for both gas stoves and dishes 
was increased remarkably by the special demonstra- 
tion sale held primarily on stoves. 
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3: Editor’s Temporary Quarters $5 
3: Hotel Mason, Jacksonville, Florida. 2: 
$5 ELL, here I am in Florida plaving the old “Man Behind the Counter” 3: 
$3 game again; visiting the hardware stores in search of information to pass 3: 
=: on to other hardware merchants all over the country. Also, I am doing my level 2: 
2 best to find out just what the conditions are in this famous state of oranges, 3: 
3 blossoms and realtors. z 
: I left New York Sunday, April 1]th, wearing the regulation winter under- 3: 











wear and an overcoat. Today | am shipping the woolen goods back and my 
head is adorned with the latest in straw hats. But to go on with my story: 
The train hitting south was not crowded. In fact there was almost a pain- 
: ful lack of customers. There were only enough people in our car to stage a 
sf bridge game and have a referee. When I ambled back to the diner I had every 
waiter in the car at my disposal. It was the first time any railroad ever accorded 


2 me the privilege of a private dining car. I never had so much service at one 
+ time in my life 

+: T was cold and rainy that night and most of the following day. Of course the 
:: trees were in leaf, but it was that small tender type of leaf that reminded me 
“ of something just born. Well we shivered our way across North Carolina and 
¢: Georgia, and | was about ready to believe that spring is a myth, when suddenly 


about 6:00 P.M. it began to warm up; then it warmed some more; then it took 
on heat. I called the porter, “George, I said, ‘don't you think you better 
turn off the steam?” “They ain't no steam on, Boss,’ he said. “It seems mighty 
warm, I ventured “Yes, sah,” he replied. “You see, we jes crossed de Florida 
line. 

Well, I'll confess that I reached Jacksonville with an idea that the town 
would be as quiet as a quaker village; that business would be as slow as the pro- 
verbial Arkansas train. But—when |! reached the hotel I got a real shock. I 
marched up to the desk prepared to demand the best room in the house at a 
bargain rate. The clerk was cordial, but “sorry that the house was filled.” 
‘I've got a reservation,” I pleaded. He consulted the files. Sure enough it 
was there. Thirty minutes later I was assigned to a room 


HAT was jolt number one. There were more to follow. Bright and early 

the next morning I started my rounds of the twelve good hardware stores 
in Jacksonville. I visited every one of them, not once, but several times. When- 
ever | wanted to see the manager. I waited for him to finish talking to either a 
customer or a traveling salesman. 

To make a long story short. I found business good in Jacksonville. The 
stores were busy, and the merchants were optimistic. New buildings are being 
built in all parts of the city, and everywhere there are signs of life. I failed to 
find any overstocks or any pessimists. 

One dealer explained it as follows: ‘We ve never had a boom in Jackson- 
ville, he said, “just a good normal growth. This is the gateway to all Florida, 
and of course we felt the general influx, and a slight drop when things slowed up, 
but our regular business is going along as usual. We made a 40 per cent gain in 
our sales last year, and so far this year we are ahead of 1925.” 

That's the storv, and it looks reasonable from the side lines. I watched 
customers from 9:00 o clock in the morning until 5:00 P.M. in Jacksonville 
hardware stores. I was as critical as a Scotchman picking out a cigar. | 
watched the type of sales, and the volume. Both were enough to bring a smile 
to the face of a hard working hardware man. 

| haven't bought any real estate, and nobody has tried to sell me any. 
Perhaps I'll have better luck (or worse) when I get further south. Anyhow, 
Ill give you the low down on Florida, before I get back. 


eS er 


The Man Behind the Counter, 


P.S.—Don't need any introduction in these parts 
They all read HARDWARE AGE. 
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Not Wanted! 


A Story of Hardware with a Moral in It 


By Herbert Barry 


HAT brings men into the retail hardware 
W  orusineee What prompts most of them to 
seek success in that line? 

Perhaps this question would be hard to answer. 
That is, in a general way. Just as it would be hard 
to say just why so many of them fail. In my own case, 
at the time I decided to take the plunge, the facts were 
as follows: 


Place Denver 

Age 29 

Condition Married 

Cash on hand $1,000 

Education High School 

Hopes High 

Occupation Clerk in hardware store 


Perhaps you might naturally look for the answer 
to my opening question. The fact that I was a clerk 
in a hardware store might be the most logical reason 
why I looked forward to having a store of my own. 
That had something to do with it. I had been a time 
keeper in a large factory previously; before that— 
school. 

With a thousand dollars cash, saved, borrowed and 
realized through the sale of a Dodge car, I felt that 
I might launch in the retail hardware business with 
success and satisfaction. 

The first question was—where? 

The second—how? 

I settled the second question first. I found that I 
could get a line of credit from a Chicago wholesaler. 
That is, by paying down some cash I could get a stock 
of ordinary hardware goods that would allow me a 
fighting chance for profits—if I got a decent turn- 
over. Then I set about to answer the first question. 


Swell Shop 


I found a swell little shop in a new building in 
Denver. There was a lot of building going on around, 
there was a good population to draw on—city and 
suburban—and the shop was swell. Well, the moment 
Katie saw the living quarters over the shop she 
wouldn’t listen to anything else! So we piled in, stock 
and all and began to get ready for the big adventure. 
I was busy as a bumble bee for two weeks getting 
the wheels of business greased, while Katie set the 
living quarters to rights and now and then gave me 
a lift in the unopened (as yet) shop. 

* * * 


It was a bright May Monday morning that I threw 
open the doors for business. Stock was a little light; 
we had muffed a lot of things but my credit was 
strained already so I decided to fill in as business 
picked up and cash came along. 

Katie and I cut down our living costs to the bare 


bone and she relieved me at meals. We opened with 
all the thrills of graduation day. 

Of course, there wasn’t much doing the first day. 
A half dozen friendly people popped in, I sold a couple 
of cans of white lead and a brush, Katie put over 
five pounds of ten penny nails and a hatchet. There 
was a gang of boys pressing their noses against the 
window after school hours which we figured was good 
publicity. 

It seemed, in the first place, that everything we 
didn’t have, the trade wanted. We had all sorts of 
calls for things that never had entered on our lists 
at all. This was disconcerting. We offered to get 
anything and everything wanted but it usually 
happened that the customer was in a hurry and stepped 
out. And we knew, as he turned the corner that he 
was en route down to the shop two blocks away. 

After the first three days, I ran over to the old shop 
to get some things I had left. The Boss—thirty 
years in the business—was pleasant enough. Wanted 
to know how things were going. 

“Pretty good,” I replied, “but my stock’s not very 
complete. Lot of calls I can’t fill.” “Well, Herb,” he 
said, “‘I’ll help you if I can. But you are quite a 
way’s off and our Ford’s pretty busy. Give me a 
ring when you want something and I'll see what I 
can do,” I thanked him. 

Secretly I was some worried. I felt that the results 
had not been satisfactory. A few weeks of this and 
I would blow up high as a kite. But I screwed up 
my courage and returned to the shop. 

*% * * 

After the second week, our receipts totaled $128 
which didn’t promisé very well unless the sales curve 
took a sharp turn upward quickly. Things stood at 
about $7 a day for another week. Then sales dropped 
off. Then it was a case of drop off, pick up, drop off, 
pick up in a heart rending manner for three weeks 
more. 

We were highly encouraged on Monday, down in the 
dumps on Tuesday, dancing jigs of joy by Wednesday’s 
sales and ready to jump into the lake on Thursday! 

If you want the thrill of your life, start up in the 
hardware business on a shoe string. The nearer you 
get to the end of your string, the more exciting it 
gets. 

At last, I discerned disaster around the corner. It 
was evident that business was going the other way. 
Even the housewife after a can of white enamel 
failed to show up in the course of the day; the builder 
nearby had plenty of nails and screws apparently. 
What was wrong? 

Here was a good locality, with prosperous people, 
many home owners and lots of building. I was 
puzzled. 
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At length, one night, I went quietly over to see the 
old Boss. He smiled in his kindly way when I told 
him my story. 

“I guess you’ve made a mistake, Herb,” he said. 
“I thought you were making one when you told me 
your plans.” 

“But you didn’t say so.” I blurted out. “I never 
would have made the jump if you had said it was an 
unwise move.” 

“How could I say anything Herb—then? You 
might misunderstand.” I saw what he had in mind. 

“What’s the trouble—you can speak now,” I asked. 

“Well, I looked over that district last year,” he 
said, “thinking it might be a first class location. I 
investigated everything ts 

“There’s plenty of population there,” I broke in, 
“there’s a lot of building. Home owners mostly. My 
stock is good and now fairly complete. My windows 
have been changed. My display is good. The store 
is light and cheerful e 

“Maybe that’s all true,” said the old Boss, a slight 
twinkle in his kindly eye. 

“But you forgot one thing, Herb. You didn’t find 
out whether you were wanted or not.” “Wanted?” 

“Yes—needed.” 

“Why,” I asked, “what’s that got to do with it?” 

“Lots. That’s one trouble with the hardware busi- 
ness today. Too many dealers start up without being 
needed. There’s no real demand for another hardware 
store in the district. Yet, they think of this feature 
of the move last of all if they think of it at all. You 
didn’t think of it.” 

“How can you tell?” I asked, dazed. 

“Well,” resumed the old man, “ I just went about 











and asked folks. They tuld me at their doors that 
they found the stocks complete and the service good 
at the two stores already there and doing business. I 
took a sort of a poll in the locality. And I found that 
I wasn’t wanted.” 

“Guess a lot of the young blood in the trade—the 
go get ’em boys would say I’m old fashioned. Maybe 
I am. But I’ve been in this business long enough to 
know a thing or two. I know enough to know that 
you can sell hardware where hardware ain’t wanted. 
Your high pressure go-getters take their chances and 
trust to high pressure sellin’ methods and all that. 
But I just went to the doors of folks and asked them 
if they wanted me and my business nearby. * * * And 
enough of ’em said ‘No’——.” 

I buried my face in my hands but a kindly touch on 
the shoulder brought me around. 

“It’s tough on me,” I said, rising. 

The old man’s face broke into a kindly smile. 

“It’s been tough on you, Herb,” he said, “but it’ll 
teach you a good business lesson. That lesson is to 
find the demand before you find the goods. If you 
get that in your system you will have gotten your 
lesson cheap.” 

I rose and started for the door. He followed me 
and took me by the arm. 

“And now that you have learned the lesson, Herb,’” 
he said, “just arrange to move your stock over here. 
I’m going to retire * * * I’m worn out—and I’! sell 
you the business on easy terms ‘ap 

I grasped him by the hand. 

“Am I wanted—then?” I asked. 

‘“‘You’re wanted here, boy,” he replied. 

And I shot through the door to bear the good news 
to Katie and the kid. 





Made Believe He Was Courting 


HE DeBoor Hardware Company is in an average 

size country town. But instead of doing an aver- 
age size business, it does an astonishing volume and 
draws trade from miles around and even from bigger 
towns in the vicinity. 

“How do you manage to keep on growing year in 
and year out in spite of the fact that bigger stores in 
bigger places near here can’t do it?” a manufacturer’s 
salesman asked Old Man Peter DeBoor one day when 
he had finished taking a particularly large order. 

“Well, son, I’ll tell you if you won’t tell too many of 
my competitors about it,” he smiled. “When I first 
went into business here, I had only a small place and 
a small stock and not many customers. So whenever 
anyone came in the door, I had to be sure to sell him 
something. I was on my toes every minute. I stood 
at the door ready to open it. I did everything I could 
to help the customer select what he wanted. Nothing 
was too much trouble for me, and I was as attentive 
to each customer as a young man is to the girl he’s 
courting. I was particular about the looks of my store 
and my own looks. I was polite and willing to serve— 
just like a man in love. 

“Then, when I began to get ahead and could hire a 


couple of clerks and began to make some money, I 
changed. I didn’t go to the door any more. I didn’t 
take much trouble about whether a customer got ex- 
actly what he wanted. I didn’t work hard to sell every- 
one who came in. My stock got run down. Anything 
at all, if it was out of the ordinary, was too much 
trouble. 

“All of a sudden I found business going backward 
instead of forward. I was losing customers. Finally 
I realized that instead of ‘courting’ my trade I was 
acting as if it was ‘married’ to me. 

“TI realized it just in time, and began to ‘go courting 
again.’ I made believe I was just starting in business 
and had to sell to everyone. Gradually I got back to 
where I had been, and from then on business kept 
growing. I’ve been ‘courting’ it ever since, and have 
never let it get ‘married’ to me.” 

“Say, I’m going to pass that on to a lot of men who 
aren’t buying from me because their business isn’t all 
it might be,” said the salesman. 

“You do it, son,” said DeBoor, “and there’ll be 
mighty few of them that won’t get the point.”—Mere- 
dith’s Merchandising Advertising. 
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Charles A. Stur- 
mer, Port Huron, 
Mich., goes the 
chain, drug and 
department stores 
one better in the 
sale of chinaware 
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Frequent window 

displays serve to 

bring back not 

only satisfied cus- 

tomers but also 

toattract new 
trade 


Chinaware Basement Builds Profits 


Charles A. Sturmer, Port Huron, Mich., by Remodeling His Basement 
and Putting in a Stock of Chinaware and Houseware Builds Up a 
Profitable Year Around Business in These Lines 


N these days of keen competition, particularly that 
| coming from the drug stores and other non-hard- 

ware sources, the average hardware dealer is 
prone to consider building up his volume by adding 
to his stock lines which are in no way related to hard- 
ware, and of whose merchandising problems he knows 
nothing. While it is emphatically sound policy for a 
merchant to expand and diversify his stock with ad- 
ditional items that have sales possibilities in his trade 
territory, it is well to consider how these items fit in 
with or are related to his present stock. It is some- 
what of an up-hill proposition to introduce an article 
on which the merchant must build his entire sales 
volume from a “standing start.” 


Cater to Women 


However, most dealers, if they will think carefully, 
can always find lines which they have not carried 
before, and which will closely hook up with the staple 
lines which the public has been educated to purchase 
at the hardware stores since the early days of the 
“jronmonger shops.” For example, most women know 
that they can buy tea kettles, dish pans and other 
articles of kitchen ware at a hardware store, and 
with that trade established, it is a short but profitable 
step to add electrical household utensils, chinaware, 
glassware and fancy ware. 

The experience of Charles A. Sturmer, Port Huron, 
Mich., is perhaps typical of that of other dealers in 
adding to the housewares department. Some time 
ago Mr. Sturmer remodelled his basement, building 
a display room 24 by 75 feet, half of which was given 
over to kitchen wares and household goods. A stair- 
way 10 feet wide was cut from near the front en- 
trance of the store, giving easy access to the basement. 


Incidentally the establishment of this handy and quiet 
salesroom, where there is plenty of space to display 
merchandise attractively, appealed to the women shop- 
pers of Port Huron, with the result that sales in the 
store’s kitchen ware business increased 25 per cent 
the first year. 


Handles Good Line 


Just about a year ago Mr. Sturmer added china 
and novelty goods to his basement salesroom, bring- 
ing his total stock investment in this department up 
to an average of about $5,000. He turned the stock 
approximately four times last year. All of the goods 
are displayed on tables or on easily reached wall 
shelving, not too high for the customer to handle any 
item that she may wish to examine. 

In commenting on this basement department, Mr. 
Sturmer says: “I believe the old saying, ‘Goods prop- 
erly displayed are half sold,’ is true, especially if you 
have clerks who possess a pleasing personality and a 
correct knowledge of the stock. 

“IT try to handle a good line of merchandise and 
mark my goods so that it will leave me a fair margin 
of profit. It is also very important to keep the stock 
up and not run out of anything. 

“In chinaware I have eight different patterns and 
I keep open stock of all these. One thing that I am 
particularly keen about and that is to see that the 
stock is kept clean, for no customer wants to buy 
goods that are soiled. 

It has also been Mr. Sturmer’s experience that this 
class of merchandise is not at all seasonable and is 
able to keep a very closely balanced demand the year 
around by constant advertising and frequent window 
displays. 
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How the Emigh-Winchell Hardware Co., Sacramento, Cal., makes an enviable sales record in lawn mowers and 
essentials is clearly illustrated in the above photograph of the firm’s window display 


Featuring Lawn Essentials 
Profitable Business in California 


fornia is frequently called, where the rain, like 

German artillery fire in the late war, has the 
habit of coming only at regular and invariably de- 
pendable times, the lawns are kept green in sum- 
mer by spraying, And when California lawns are 
frequently sprayed, as most of them are, the grass 
grows faster and more luxuriantly than anywhere 
else in the world, because of the rich fertility of the 
soil, and the life giving potencies of the California 
sun. This is neither bombastic rhetoric nor Cali- 
fornia propaganda. It is simple, straight-forward, 
unadulterated truth, which any unprejudiced trav- 
eler will confirm. 


|: the Golden State of the Golden West, as Cali- 


Large Lawn Mower Sales 


Moreover, it explains to some extent why Califor- 
nia hardware dealers enjoy such large sales in lawn 
mowers and other lawn essentials. Take the Emigh- 
Winchell Hardware Co. in Sacramento for example. 
James L. Emigh, president of the firm dislikes to 
have figures published that might be mis-construed 
by some people as exaggerations, and so we are 
unable to tell how many lawn mowers this Sacra- 
mento hardware firm sells every year. But we will 
say it is a large number. The same applies to gar- 
den hose nozzles, sprinklers, garden tools generally, 
and all related items. 

And tke cause is not hard to find. One of the 
chief reasons has been photographed, engraved and 
reproduced by the magic of printers’ ink for the 
edification of appreciative readers of this publica- 
tion. The cut that illustrates this article is well 
worth your attention. It represents clever crafts- 


manship in the difficult art of window trimming. 
Few hardware stores have ever been successful in 
displaying lawn mowers artistically. Examine the 
details of this display. The background is dark 
blue, velveteen drapery. The settings are beaver 
boards entwined with artificial vines. The dummy 
is a clothing model borrowed from a local clothier 
for the occasion. 


Reciprocal Agreement 


The hardware store has a reciprocal agreement with 
the clothier. They exchange merchandise and sets for 
window displays to their mutual satisfaction and bene- 
fit, which is a point any number of merchants in other 
parts of the country might consider and experiment 
with advantageously. The dummy stands on imita- 
tion grass; the floor of the window is covered with 
green cloth. Five lawn mowers are displayed, with 
one grass catcher, and a miscellaneous assortment 
of nozzles, sprinklers, lawn shears and similar ar- 
ticles. ° 

Another thing that helps to increase sales of lawn 
essentials is the advertising that the company does. 
It advertises in the local newspapers; it circularizes 
prospects and it publishes a store paper, which it 
distributes every month to about 4100 persons. The 
kind of advertising it does is reproduced herewith. 
The story of the Emigh-Winchell Hardware Co. store 
paper was told in HARDWARE AGE during the summer 
of 1924. The paper is primarily intended for farm- 
ers and is, therefore, called the “Agricultural Di- 
gest.” And it is an important factor in stimulating 
sales. City trade is obtained principally by means 
of window displays and newspaper advertising. 
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“What’s a grapefruit?” 


“Tt’s a lemon that’s been given a 
chance and took advantage.’—Witt. 








Two colored gentlemen who had just 
reduced the population in a farmer’s 
henroost were making a getaway. 

“Laws, Mose,” gasped Sam, “why 
you s’pose them flies follows us so 
close?” 

“Keep gallopin’, nigger,” said Mose, 
“them ain’t flies. Them’s buckshot.”— 
Lottles—Illinois Glass Co. 

* * + 


She: I’ve got the most awful head- 
ache. My head’s simply splitting. 

He: Well, shut your mouth.—Den- 
ver Parrakeet. 

BY ok * 

A spinster living in a London suburb 
was shocked at the language used by 
workmen repairing telegraph wires 
close to her house. She wrote to the 
company, and the foreman was asked 
to report. This he did in the following 
way: 

“Me and Bill Fairweather were on 
this job. I was up the telegraph pole, 
and accidently let the hot lead fall 
upon Bill. It went down his neck. 
Then he said: ‘You really must be more 
eareful, Harry.’”—London Daily Ex- 
press. 

* ok ok 

Ikey: “Arkansas sure has a pretty 
Alma Mater.” 

Jakie: “Who is she?” 

Ikey: “It ain’t no she— it’s a hymn.” 
—Okla. Whirlwind. 


* * * 


He hung on the words of beautiful 
Kate, 
And also hung on the old front gate. 
They’ve been wedded now, ten years, 
I’d state, 
And he wishes he’d hung on the old 
front gate. 
—Columbus Dispatch. 
* ok *K 


A country editor, having worked 
hard for thirty years, retired with $50,- 
000 capital. He explained as follows: 

“I attribute my ability to retire with 
$50,000 to the fact that I worked hard 
and saved every cent—and to the death 
of an uncle who left me $49,999.50.” 


A 


“What’s wrong with this picture?” 
“The megaphone is superfluous.”— 
Illinois Siren. 





* * * 


Pastor—‘‘So God has sent you two 
more little brothers, Dolly.” 

Dolly—“Yes, and He knows where 
the money’s coming from to keep them. 
I heard Daddy say so.” 


* * * 





“T hear that you have lost your valu- 
able little dog, Mr. Taylor.”’ 

“Ya-as, in a railway accident; I was 
saved but the dog was killed.” 

‘What a pity.”—Selected. 





A rich but very eccentric man died. 
The clergyman, who was young and 
new to the parish, thought it a fitting 
opportunity to call and comfort the 
widow. 

“You must not grieve,” he told her. 
“The body that lies here is not your 
husband. It is merely a husk, an empty 
shell—the nut has gone to heaven.”— 
Oil-Pull. 








Can-opener, ’tis of thee, 
Friend in emergency, 

Of thee we sing. 
When burnt brown is the steak, 
And sinks the ten-pound cake, 
You save a tummy ache, 

O, kitchen king! 

* * - 

An advertisement that appeared in 
the columns of an Indian paper must be 
among the best examples of Babu En- 
glish. Here it is, word for word: 

“Mahomedsman,  hair-cutter and 
clean shaver. Gentlemen’s throats cut 
with very sharp razors, with great 
care and skill. No irritating feeling 
afterward. A trial solicited.” 

2K “kK ok 

He was buying spring lawn and gar- 
den equipment, and had asked to see 
nearly everything in the store. 

“Are you sure that is all the hose 
you have?” he questioned, finally, voic- 
ing his extreme disappointment. 

“Yes, sir,” the clerk answered, “ex- 
cept the pair I have on.”—Delaval 
Monthly. 

. * K 

Hardware Dealer (to applicant): I 
am inclined to give you the position if 
you understand double-entry keeping. 

Applicant: I do, indeed! At my 
last place I had to do a triple-double- 
entry—a set fdr the active partner, 
showing the real profits, a set for the 
sleeping partner, showing small profits 
and a set for the Income Tax officials, 
showing no profits. 

+* Bd k 

Said one of the Gold Dust Twins— 

“Here’s our chance to make a clean- 
ing!” 

“Nothing doing!” replied the other, 
“Lux against us.”—University of Utah 
Y. News. 

BA * a 

Moses (meeting Woodrow Wilson on 
the Golden Streets)—“‘Well, Woody, I 
understand your countrymen rejected 
your Fourteen Points.” 

“Don’t chide me, Mose. They’re cer- 
tainly playing havoc with your Ten.” 
—Allegheny Alligator. 
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Corporation Store Competition Discussed by 
Pittsburgh Dealers—President Hegner Speaks 


Many Important Phases of Situation Brought Out at Regular Monthly 
Meeting Held in Fort Pitt Hotel on April 16—Pasha Presi- 
dent Bob Murray and Secretary Sharon E. Jones Present 


under the able direction of President Frank A. Hegner, to cor- 


Jy) aner & of the Pittsburgh Retail Hardware Dealers Association, 


rect the evils of corporation store competition and that created 
by the abuse of their privileges by the purchasing agents of large com- 


panies, made decided and definite progress at a conference held at the | 
Fort Pitt Hotel, Pittsburgh, April 16, which was attended by representa- | 


tive hardware retailers and jobbers. 

All of the Pittsburgh jobbers were represented and besides individ- 
ually pledging themselves to do everything in their power to help the 
retailers in the correction of the evils complained of, collectively in 
the form of a motion offered by Thomas McMurray of the James C. 
Lindsay Hardware Co., affirmed the promise. 


Mr. Hegner, in opening the meeting 
outlined the retailers’ side of the situa- 
tion, pointing out what the retailers, 
not only of hardware, but of merchan- 
dise in general were suffering from the 
stores maintained by many of the large 
corporations in the district, at which 
goods were usually to be had at lower 
prices than could be quoted by the 
retailers with an overhead to be cared 
for; how it cut into the sales and 
profits of the retailers, when employees 
of companies could buy from the job- 
bers at wholesale prices, either on 
orders of the purchasing agents or 
through a note of introduction; the 
sending of a customer to jobbers for 
some article or another by retailers 
who might not carry the goods wanted 
and the evil of reciprocal courtesy 
business between wholesale houses. 

He said his conception of the sales 
function of the jobber was that sales 
to corporations should embrace the 
goods required for production or for 
plant maintenance, since sales other- 
wise meant the deflection of retail busi- 
ness from its regular channels. 

He then called on the retailers pres- 


Leonard Refrigerator Co. 
Appoints A. H. Jaeger 


A. H. Jaeger, for several years man- 
ager of the appliance division of the 


Edison Electric Appliance Co., Chicago, | 


on March 1 joined the sales force of 
the Leonard Refrigerator Co., a con- 
stituent company of the_ recently 
formed Electric Refrigerator Corp. 

The Leonard company is the succes- 
sor of the Grand Rapids Refrigerator 
Co., established by Charles Leonard in 
1882. 

Mr. Jaeger is president of the Chi- 
cago Sales Managers’ Association, 
member of the Executives’ Club of 
Chicago, of the sales executives’ divi- 
sion of the American Management As- 
sociation and is on the Merchandising 




















'Committee of the National 
Light Association. 
He is one of the best known men in | 








ent for expressions of their experiences 


in connection with the problem. There 


were frequent references to the com- 
petition of a large employees’ store in 


the plant of a large electrical manufac- | 


turing company. The jobbers present 
then in turn were asked for opinions 
and it was a common expression at the 
conclusion of the meeting that both 
sides more fully understood each 
other’s problems and that a real step 
had been taken in the direction of 
making the lot of the retailer a more 
pleasant one. 

The jobbers who spoke generally ad- 
mitted guilt in sales of goods that 
could not be properly classified as be- 
ing used either in production or the 
plant maintenance of the purchasing 
company, but also told of the efforts 
they had been making in recent years 
to check such business. 

Robert Murray, president of the 
Pennsylvania-Atlantic Seaboard Hard- 
ware Association, was present, as was 
Sharon E. Jones, PASHA secretary, 
both of whom spoke. ; 


Electric 


the electrical supply field and has been 
actively engaged in this line since 1907. 


E. J. Voegtly Heads 
New Pittsburgh Firm 

E. J. Voegtly, one of the principal 
stockholders in the Steiner & Voegtly 
Hardware Co., Diamond Street, Pitts- 
burgh, which is being liquidated, heads 
a new firm, the Voegtly Hardware Co., 
which has secured a location at 218-20 
Diamond Street, a few doors from the 
old store and will start business on 
May 1. 

The new firm will engage chiefily in 
retail business carrying all the lines 
handled by Steiner & Voegtly Co., ex- 
cept mill, mine and factory supplies. 
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G. S. Blodgett Co. Promotes 
Thompson 


At the annual meeting of the G. S. 
Blodgett Co., Inc., held recently at the 
offices of the firm in Burlington, Vt., 
Harold A. Thompson was elected a 
member of the board of directors. Mr. 
Thompson has been with the Blodgett 
organization since 1914. His ability, 
aggressiveness and loyalty to the com- 


- Harold A. Thompson 


pany were early apparent and he 
was soon made manager of the retail 
department. 

The G. S. Blodgett Co. is one of the 
oldest hardware organizations in Ver- 
mont, being founded some _ seventy- 
eight years ago. It has become one of 
the largest departmentized and mod- 
ern stores in the State, distributing 
the many items of hardware, house- 
furnishings, electrical appliances and 
agricultural implements. A new mod- 
ern warehouse and plant was recently 
completed and this will be devoted to 
the wholesale and manufacturing end 
of the firm’s business. 

Mr. Thompson has been honored by 
numerous civic organizations in Bur- 
lington. He is a member of the Ex- 
change Club, vice-president of the 
Chamber of Commerce, a director of 
the Champlain Valley Exposition and 
served for a time as president of the 
Merchants’ Bureau. 


Cincinnati Hardware Club 
Holds Card Party 
and Dance 


With an attendance of approximate- 
ly 175 the card party and dance of the 
Hardware Club of Cincinnati, held at 
the Hotel Metropole in that city on 
April 7, proved to be the most success- 
ful annual ladies’ night in the history 
of the organization. 

The early part of the evening was 
given over to five hundred and bridge 
with numerous’ substantial prizes 
which had been donated by local job- 
bers and manufacturers. The commit- 
tee in charge consisted of Fred Wan- 
kelman, chairman; Fred Miller, Fred 
Guckenberger, J. G. Isham, Oscar 
Small and Ray Strief. 
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Bob Murray Addresses 
Philadelphia Retailers 


Monthly Meeting at Green’s Hotel, 
April 15, Draws Many Mem- 
bers—Ladies’ Night to Be 
Feature of May Meeting 


Personality and place of doing busi- 
ness dominated the thoughts of the 
Philadelphia retail merchants during 
their meeting at Green’s Hotel on 
April 15. 

Robert J. Murray of Honesdale, Pa., 
President of the Penna & Atlantic 
Seaboard Hardware Association was 
the guest of the occasion and the large 
gathering of merchants from Phila- 
delphia gave undivided attention to the 
common sense views of successful busi- 
ness procedure presented by Mr. Mur- 
ray. He said: 

“It is an honor for a country boy to 
come down here to talk to you men of 
the big city and you will have to par- 
don me for referring to my business 
but it is the only business I know. 
According to statistics Wayne County 
is a poor place in which to do busi- 
ness and that is where our store is 
located. We started with the poorest 
hardware store in that section and 
with the realization that we had to 
do more  business—we thought of 
everything—we decided we had to ad- 
vertise in some unique manner—the 
customers came slowly but we kept 
at it. 

“We constantly increased our ad- 
vertising appropriation and gave more 
thought to its preparation—by plug- 
ging away we passed the crisis—but 
then came the catalog houses and it 
seemed they would sweep away our 
business—and the customers thought 
we were robbers—then we planned to 
hold a real old country party, the kind 
that comes right from the heart—that 
was the kind of a party we were going 
to have. We made it a real party 
and struck the right appeal—it was 
just like Barnum’s Circus in Hones- 
dale—16,000 people attended in three 
days. We hired two Keith acts—and 
between acts we had a four minute 
talk to our guests and told them that 
all they read of the catalog houses was 
not the truth—they looked over our 
stuff and said, ‘Gee, the Murray boys 
are not so bad after all!!’ When you 
feel you are slipping, pick out new 
ideas and get ideas that attract. We 
still keep that old party spirit and the 
customers have a good time and we 
have a good time at our big party. 

“In our advertising we eliminate any 
page of our catalog that does not pay 
within a year. We merchants, as a 
class talk too much about merchandise 
and not enough about ourselves. Why 
not sell the customer your own per- 
sonality? He wont go any other place 
if he likes you. In our store we all 
go by our first names—no formality, 
just human—our customers see John, 
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Agricultural Machinery Ass’n 
Formed in Germany 


A national association of Ger- 
man agricultural machinery pro- 
ducers, comprising 400 factories 
with a nominal staff of 60,000 
laborers, has been formed re- 
cently in Berlin, according to the 
European division of the Depart- 
ment of Commerce. The new or- 
ganization is to encourage the 
mechanical development of agri- 
culture and to promote German 
agricultural machinery competi- 
tion on the world market. 











Joe, Pete and Bill and it is twice as 
easy to do business and twice as much 
fun. 

“I recall one instance where our 
prices, according to a customer’s re- 
port, were higher on eight penny nails 
but our salesman suggested our nails 
might be a little longer—and it natu- 
rally got a laugh and made a sale. 
There are a thousand less people in 
our county than when we started in 
business, yet today we are doing more 
business—we have not grown by tak- 
ing business from our competitors but 
by making our store attractive to cus- 
tomers. Stop fussing with details and 
give more attention to the right kind 
of advertising and it will turn failure 
into success. Your personality has no 
competition—you are selling yourself.” 

President Harry D. Kaiser voiced 
the sentiment of the members when he 
said—“I don’t think the place has any- 
thing to do with real success. If Mr. 
Murray had been in Philadelphia he 
would have done just as he did in 
Honesdale. I have gotten an idea here 
tonight and I am going to try it out. 
There are great possibilities for all 
of us—it is squarely up to us.” 

Chairman Frank A. Mitchell of the 
Collection Bureau reported that ap- 
proximately $10,000 has been rescued 
from bad debts representing the claims 
of 44 members. 

Pennington & Pealer, Sellersville, 
Pa., and Bowes & McDonough, 2372 E. 
Norris Street, Philadelphia, were 
elected to active membership. 

The Philly retailers will celebrate 
“Ladies’ Night” on May 20, at the 
Rittenhouse Hotel, the occasion also 
being the sixth anniversary meeting 
of the Association. 





Ohio Dealers Form 


Georgetown Hardware Club 


A new group association has been 
formed by Ohio hardware dealers in 


Adams, Brown and Clermont Counties. | 


The new group will be known as the 
Georgetown Hardware Club. It’s first 
meeting was held the second week in 
April. Secretary James B. Carson, 
Ohio Hardware Association, was pres- 
ent at the first meeting and is helping 
the members plan their future activi- 
ties. 
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Southeastern Retailers 


at Atlanta, May 10-12 


Only Three Actual Business Ses- 
sions This Year—Many Impor- 
tant Trade Topics to Be 
Discussed 


A great number of reservations are 
already pouring in to the hotel com- 
mittee for the annual convention of the 
Southeastern Retail Hardware and Im- 
plement Association, indicating the 
largest attendance in the history of 
such meetings. The convention will be 
held May 10, 11 and 12. The sessions 
and exhibits will be held in the Armory 
Auditorium, Atlanta, Ga. Headquar- 
ters by States have been arranged as 
follows: Alabama, Hotel Henry 
Grady; Florida, Hotel Winecoff; 
Georgia, Hotel Ansley, and Tennessee, 
Hotel Piedmont. 

The actual business sessions will be 
only three this year. Those three ses- 
sions will be crowded with MEAT. On 
the firt day of the convention, Monday, 
May 10, the business session, allowing 
time for registration, etc., will be held 
from 2 to 4 p.m. On succeeding days, 
Tuesday and Wednesday, the business 
sessions will be held each morning from 
9 to 12 noon. The rest of the day will 
be given over to exhibits, entertain- 
ments, conferences, etc. You will have 
plenty of time, if you want it, to shop, 
play golf on any one of Atlanta’s many 
fine courses, or do what you please. 
Never before has a convention of ours 
been so thoroughly systematized as this 
one will be. 

Llew Soule, editor of HARDWARE 
AGE, will be on hand to give a feature 
address on the vital question, “The 
Hardware Merchant’s Competition, 
Present and Future.” Mr. Soule, if any- 
body, from his point of vantage and 
observation of the retailers all over the 
nation, is in a peculiar way fitted to 
handle the subject that is so close to 
every hardware man’s heart. 

Of probably equal importance to the 
average member will be the feature ad- 
dress of Charles P. Catlin, sales promo- 
tion manager of Remington Arms Co. 
His subject will be “Best Methods of 
Training and Compensating Salesmen.” 
All too often the proprietor of a retail 
hardware store overlooks the impor- 
tance of salesmanship training as a 
business-getting factor. Vitally con- 
nected with that training is the matter 
of compensation method. 





E. R. James Will Speak to 
Nutmeggers May | 2 


Nutmegger E. R. James, represent- 
ing Hercules Powder Co., will be the 
member-speaker to talk on his own line 
at the next monthly meeting of the 
Nutmeggers, to be held May 12, at the 
Hotel Burritt, New Britain, Conn. Mr. 
James will illustrate his talk with a 
special motion picture film. 
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Stanley Tool Demonstration a Feature of 
Manhattan and Bronx Meeting—April 20 


President Ferguson Conducts Business Session—H. A. Cornell of 
Metropolitan Association and Edward Daily of Brooklyn 
Association Present as Guests 


the regular monthly meeting of the Hardware and Supply Deal- 

ers Association of the Manhattan and Bronx Boroughs, Inc., held 
April 20 at the New York Turn Hall, Lexington Ave. and East Eighty- 
fifth St., New York City. President Edward Ferguson called the meet- 
ing to order and conducted the routine business of the organization, 
which included the reading of the minutes for the last meeting by Sec- 
retary C. H. Tilson. There were 60 hardware men present. 

G. Duncan MacLeod, who, as chairman, conducted the recent and 
very successful ladies night party for the association, made his report 
on the affair. President Ed Ferguson, on behalf of the association, 
expressed to Mr. MacLeod the heartiest appreciation for his recent 


efforts with the party. 

It is the custom of the Manhattan 
and Bronx Association to have members | 
conduct the meetings. Joseph Wein- 
stock was the temporary chairman. 
Before President Ed Ferguson turned 
the meeting over to Mr. Weinstock, 
H. A. Cornell, of Brooklyn, president 
Metropolitan Hardware Association, 
offered a few suggestions on the sale 
of hand tools and on general hardware 
conditions in the local territory. Ed- 
ward F. Daily, president of the Brook- 
lyn Hardware Association, was also 
present as a guest. Edward Harrison, 
Devoe & Raynolds Co., was another 
guest. 


The tool demonstration was put on. 
by representatives of Stanley Works, “#*® held. Other members of Stanley 


New Britain, Conn. A. E. Duncan Works present as guests were Charles 
New York manager for Stanley Works, | Pincus and Roy C. Schmidt, salesmen 
was given the floor. Mr. Duncan ex-|in the metropolitan area. Mr. Pincus 
pressed pleasure at being  present,|is junior chief booster and Mr. Schmidt 


PRACTICAL demonstration on hand tools was the feature of 


expert, well versed in the making, 
using and care of .tools. 

With fifty or more sample items on 
a long table, Mr.’ Gross gave a very 
instructive talk on the Stanley line. 
He took braces, drills, planes and other 
tools apart and gave the members a 
very clear and definite idea of the 








explained the metals and woods used 


At odd times members asked specific 


then introduced Frederick Gross of the|is secretary of the Hardware Boosters | 


same company. Mr. Gross is a tool| of New York. 


Izaak Walton League Holds! The three days’ sessions were given 
over largely to discussions of’ fish and 


Convention ‘game preservation and to reports of 
The fourth annual national con-| Various committees which had been 


vention of the Izaak Walton League delegated to carry on special work 
was held in Chicago at the Sher- 2long these lines. The convention 
man Hotel, April 8, 9 and 10 with | ended with a banquet for the delegates 
delegates from practically every state | 4t which former Judge Kenesaw M. 
in the Union in attendance. A large Landis presided as toastmaster. 
number of hardware dealers who are 


members of the League were present, | 


not only to participate in the business Save the Surface Conferences 


of the convention but to also look over | . . 
and buy from the hundred or more | at Philadelphia June 8 and 9 


manufacturers of sporting goods who, At a series of conferences held in 
maintained displays in connection with | Philadelphia April 16-17 by officials of 
the meeting. 'the Save the Surface Campaign, final 
These displays were of fishing| plans for the Paint and Varnish Ad- 
tackle, boats, outboard motors, tents, | vertising and Sales Managers’ Confer- 
camp stoves, sport clothing, camp fur-|ences which are to be held in the 
niture, firearms, ammunition and dog | Bellevue-Stratford Hotel, that city, on 
supplies. The exhibit was opened to| June 8 and 9 were worked out. 
the public and the immense crowds of| Chairmen Horace Felton of the ad- 
Chicago residents who packed the hall | vertising managers’ conference and 
continuously is splendid evidence of | Elmer F. Hopper of the sales man- 
the general interest in sports and the | agers’ conference predict an attendance 
necessary equipment. ‘exceeding any previous meeting. 

















questions on particular tools. At the | 
close of the talk a general open forum | 
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John Harvin Resigns 
from Peden Iron & Steel 


After thirty-one years of continuous 
service, John A. Harvin has resigned 
as general manager of the Peden Iron 
& Steel Co., Houston, Tex. 

The directors of the organization 
have consented to his resignation with 
the proviso that he would continue as 
a director and vice-president of the 
company, and in the capacity of gen- 
eral adviser to the officers. Also that 
he continue his supervision of purchases 
and contracts. 


New Operation in Sprayer 
Tank Manufacture 


The Lowell Specialty Co., manu- 
facturer of hand and compressed air 
sprayers, Lowell, Mich., has recently 
put into operation a machine that 
makes the complete tank of all of its 
tin sprayers in a continuous succession 
of operations. The flat tin is fed in at 
one ernd—the complete tanks are 
dropped out at the other end at the 
rate of 42 per minute. 

This -machine, developed by the 
Lowell engineers, not only effects a 
saving in manufacturing economy but 


working parts of the various tools. He | also adds greatly to the neatness and 


mechanical perfection of the com- 


_and told how his company operated its | pany’s products. 
own acreage in Tennessee for the sole | 
purpose of having hickory for handles. | 


Three Generations in 
Retail Hardware 
In 1846 John A. Curtis started a gen- 


_eral hardware and roofing business on 
the crossroads at Red Hook, N. Y. 
| Later the building was burned and 
_ still later rebuilt by the son, who con- 


tinued the business until 1905. 
The present proprietor, John A. Cur- 
tis, is a grandson of the originator, and 


_has built up the business from the 


small country place to one of the best 
small-town stores in the Empire State. 
He is a member of the New York State 
Retail Hardware Dealers’ Association 
and is recognized as one of the leaders 
in adopting modern and progressive 
merchandising methods. 

Because of his reticent manner, he 
is termed by those who know him 
“Modest John.” 


Sand’s Level and Tool Co. 
Takes Over Stevens Line 
Effective April 15, the Sand’s Level 


and Tool Co., manufacturer of levels, 
plumbs and tools, 8629 Gratiot Avenue, 
Detroit, Mich., took over the sole sale 
and distribution of the Stevens line 
levels. They will hereafter be sold in 
connection with the Sand’s company’s 
nationally known brand of levels and 
tools. 

The manufacturing personnel will re- 
main the same as heretofore, under the 
direction of E. A. Stevens, at Newton 
Falls, Ohio. 
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Hardware Manufacturers 
Program at Atlanta 





Convention to Be Held May 4-7 
at Atlanta Biltmore Hotel Will 
Feature Discussion of Many 
Trade Topics 


At the Atlanta Biltmore Hotel, At- 
lanta, Ga., a convention will be held 
May 4 to 7 inclusive, that will bring 
together the American Hardware 
Manufacturers’ Association with its 
quarter century of experience in manu- 
facturing and merchandising problems, 
and the Southern Hardware Jobbers’ 
Association which so well realizes the 
great business progress and possibili- 
ties of the South. 

The subjects treated at the Conven- 
tion will be those affecting the daily 
business life of maker and vendor, and 
the topics have suggested themselves 
through actual trade conditions and 
happenings. 

Under the direction of W. C. Holley- 
man, the executive chairman, who will 
have active contro] of affairs for Mark 
Lyons, president of the Southern Hard- 
ware Jobbers’ Association, and S. 
Horace Disston, president of the Amer- 
ican Hardware Manufacturers’ As- 
sociation, these subjects will be intro- 
duced by speeches and discussed by the 
attending members: 

Business conditions in the hardware 
industry. 

Summary of business and financial! 
conditions in the South. 

Do cut prices increase either busi- 
ness or profits? 

Will intelligent service and quality 
goods retain customers? 

The Southern automotive market; its 
possibilities and how to sell that mar- 
ket. 

And finally: 

Manufacturer’s responsibility to the 
jobber and to the retailer in the dis- 
tribution of surplus stocks and imper- 
fect merchandise. 

The hospitality for which the South 
is famous will manifest itself in many 
social features, which will include a 
ball, card parties and tea dances, and a 
trip to the most remarkable memorial 
in our country, the one at Stone Moun- 


tain. 


California Firm Celebrates First 
Anniversary of Store Paper 


With its March issue the “Agricul- 
tural Digest,” a store paper published 
monthly by the Emigh-Winchell Hard- 
ware Co., 709-715 J Street, Sacra- 
mento, Cal., begins its second year of 
existence. During its first year twelve 


issues of eight pages each were dis- 
tributed free of charge to about 4100 
farmers within a radius of fifty miles 
of Sacramento. 

“During the twelve issues of the first 
year,’ the editor writes, “we have had 
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Two Buffalo Hardware Stores 
in Consolidation 


Weed & Co., Buffalo, N. Y., 
wholesale hardware firm, has 
purchased the stock, merchandise 
and equipment of Walbridge & 
Co., Buffalo jobbers and operators 
of retail stores. The Walbridge 
business has been discontinued. 
The merchandise and equipment 
will be used in stores operated by 
Weed & Co. This announcement 
came from Shelton Weed, presi- 
dent of Weed & Co. It is said 
that the Walbridge interests will 
continue the operation of the 
Walbridge Building under the 
name of the Walbridge Realty 
Corp. 











interesting articles from such authori- 
ties as W. E. Holmes of the Capital 
National Bank; Professor Henry A. 
Jones of the University of California; 
E. J. Flebert, Entomologist of San 
Francisco, with the General Chemical 
Company; Geo. W. Peltier of the 
Farmers and Mechanics Bank; Lloyd 
P. Bascom, County Horticultural In- 
spector; S. J. Richard of the Chamber 
of Commerce; A. E. Morrison, Horti- 
cultural Commissioner of Sacramento; 
F. G. Ainsworth, Lubrication Expert. 
“Our special column, ‘The Market 
Place,’ in which our readers have been 
invited to list free, articles for sale 
or exchange, has been of benefit, as 
we know, because of resulting sales. 
“Requests have been received from 
persons living in San Jose, Santa Ana, 
Berkeley and other California dis- 
tricts to be placed on the mailing list.” 





Bridgeport Sasa Ca. Appoints 
Charles Clark 


Charles H. Clark has been appointed 
raw material salesman for the Bridge- 
port Brass Co., Bridgeport, Conn., 
travelling the state of Massachusetts 
and also covering the cities of Provi- 
dence, R. I., and Meriden, Conn. 

Mr. Clark started his business career 
in 1903 as office boy for the H. Wales 
Lines Co., with whom he was identified 
for eighteen months. His positions 
from that time on are somewhat varied. 

He comes to the Bridgeport Brass 
Co. after being connected with John 
Trodennick, Inc., of Boston, wholesale 
coal dealers, for whome he sold coal to 
the Bridgeport company. 

Mr. Clark makes his headquarters at 
1488 Commonwealth Avenue, Allston, 
Boston, Mass. 





Pitkin Now Represents Clyde 
Castings Co. 


W. M. Pitkin, 724 Canal Street, New 
Orleans, La., has been selected as 
southern territory sales representative 
for the Clyde Castings Co., Clyde, Ohio, 
manufacturer of Quikut, stainless and 
carbon steel kitchen cutlery. Mr. Pit- 
kin was formerly cutlery buyer for A. 
Baldwin Co., New Orleans, La. 
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First Annual Golf Show 
A Complete Success 


Affair Held at Exposition Palace, 
Chicago, Week of April 6, 
Attracts Large Crowds— 
Over 200 Exhibitors 


Something new in displays and ex- 
hibits was inaugurated with the first 
National Golf Show and Country Club 
Exposition held in the Exposition 
Palace, Chicago, during the week of 
April 6. The exhibits, over 200 in 
number, were very diversified and in- 
cluded displays from the various golf 
associations, golf goods and accessories 
manufacturers, seed companies and 
lawn mower makers—in fact every- 
thing that has any connection with 
golf was shown. Among the exhibitors 
were the following well known firms: 
Ideal Power Lawn Mower Co., Hill 
Stanard Co., Advance Goggle Co., 
Crawford, MacGregor and Canby Co., 
Jacobson Mfg. Co., Red-E Mfg. Co., 
Kroydon Co., F. and N. Lawn Mower 
Co., Pennsylvania Lawn Mower Works, 
J. Oliver Johnson, Chicago Flexible 
Shaft Co., and Fate-Root-Heath Co. 

The fact that the public crowded the 
place for six days at a dollar admission 
charge not only is proof of the univer- 
sal interest in the game but also made 
the show financially profitable and 
caused plans for a similar exposition 
again next year. 





Chicago Toy Fair Now On 


Hardware dealers and other buyers 
of toys are being afforded an oppor- 
tunity to view and select ‘the latest in 
toys, dolls and games at the annual 
Chicago Toy Fair, which opened April 
5. The fair, which will continue 
throughout the month of April, has a 
record number of exhibitors this year, 
and in view of the very complete clear- 
ance of dealers’ stocks during the past 
holidays, the volume of orders placed 
should be large. 

This year’s shéw is quartered in the 
sample rooms of three of the leading 
Chicago hotels, well over 100 manu- 
facturers and jobbers having displays 
at the Morrison, about 30 at the 
Palmer House and the balance at the 
Sherman. 


Nutmeggers June Meeting Will 
Be “‘Dealers’ Night”’ 


Hardware dealers and their sales- 
men will be invited to participate in 
the June meeting of the Nutmeggers 
to be held, June 9, at the Hotel Burritt, 
New Britain, Conn. Special speakers 
and other entertainment will be pro- 
vided. Members of the Connecticut 
Hardware Association will receive in- 
vitations shortly. 
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Increasing Appreciation of the Value of Trade 
Statistics by Industrial Executives 


NCREASING appreciation of the real value of trade statistics 
by industrial executives in the direction of their individual 
business is evidenced in studies conducted by the Department 

of Manufacture of the Chamber of Commerce of the United States. 

Numerous industries have shown marked progress in gathering 

and distributing, through their trade associations, fundamental facts 
as a means of lessening the violent fluctuations of business so costly 


to plant operation. 


The objective of the Department of Manufacture of the National 
Chamber, as explained by E. W. McCullough, the manager, “‘is to 
encourage these organizations in the collection and distribution of 
trade statistics on capacity, production, shipments, stocks, unfilled 
orders and prices on closed transactions, thereby affording every 
manufacturer in a given line an opportunity to guide his individual 
business on the basis of dependable trade information rather than 
on unconfirmed information or rumor, which is altogether too preva- 


lent today.” 


Activities of trade associations are 
constantly expanding since the de- 
cisions by the United States Supreme 
Court last year in the Maple Flooring 
and Cement eases which clearly laid 
out a code that could be followed. At 
the same time, according to Nathan 
B. Williams, associate counsel of the 
National Association of Manufactur- 
ers, many association executives are 
without any clear appreciation of the 
fundamental consideration which 
should surround and give definite con- 
trol to the activities of essential busi- 
ness organizations. Mr. Williams 
pointed out that the two decisions men- 
tioned marked the definite ending of a 
long period of distrust, suspicion and 
attack upon trade associations in the 
exercise of their legitimate functions. 
The Department of Justice, he said, has 
accepted the principles set forth in 
these decisions as the test of legal 
activity. 

“The legal outlines of trade associ- 
ation activity now being established 
made the times favorable for active 
effort by business executives and trade 
association officials to coordinate their 
talents and activities in advisable as- 
sociation channels in order that all 
may understand the full effect and 
nature of the economic contributions 
made by industry to the economic and 
social life of the nation,” said Mr. 
Williams. 

He stated that the things which 
trade associations must not do are the 
misuses of otherwise legitimate activi- 
ties and information such as agree- 
ment or conspiracy to fix prices, limit 
production, restrict sales, divide terri- 
tory, or restrain lawful competition in 
interstate commerce. Among the out- 
standing legitimate activities he men- 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 











ciples which govern the extension of 





problem of general importance. 


tioned were the maintenance, collection 
and distribution of timely unidentified 
information as to the cost of the prod- 
uct, the price received for it in closed 
transactions, the volume of production 
and the stocks on hand. Mr. Williams 
said that the subject of statistics and 
production, stocks and prices has par- 
ticularly been under attack by the De- 
partment of Justice for several years. 
But in the Supreme Court decision, it 
was pointed out, the rule of law has 
now been clearly established that such 
activity is not unlawful within the 
limits outlined, even though the natu- 
ral tendency of economic law is to 
bring about natural conditions of full 
information and stabilization of prices. 

A conspicuous place among the 
latter-day problems of business to be 
considered at the annual meeting of 
the Chamber of Commerce of the 
United States on May 11-13 is given 
what the Chamber calls the growing 
practice of installment selling. It will 
be considered from two viewpoints,. 
merchandising and financing. As a 
question of merchandising an effort 
will be made to formulate the prin- 


this form of credit. It will also be 
discussed by the financing or banking 
group as one of the elements of the 
credit structure upon which business 
activity rests. This practice of ex- 
tending payments over a period of 
time is relatively old but it is only in 
recent years that it has developed to 
such a point as to come under the | 
scrutiny of business and finance as a | 
It is | 





estimated that installment sales aggre- | 
gate $5,000,000,000 annually in the 
United States but very little accurate 








information concerning the extent of 
effects of the practice is available. 





Radio receiving equipment and ac- 
cessories, consigned to Honduras, may 
now be shipped from the United 
States without export licenses. An- 
nouncement has been made by the 
Treasury Department that the State 
Department modified its embargo 
against shipments to Honduras to the 
extent that these articles may be moved 
through American customs lines with- 
out export license, required by the 
Presidential proclamation of several 
months ago. The lifting of the re- 
striction with respect to radio equip- 
ment was a general exception to the 
embargo. 





Appearing before the Joint Commit- 
tee of Congress which is considering 
revision of postal rates, T. James 
Ferneley, Philadelphia, chairman of 
the advisory board of the National 
Letter Postage Association, proposed 
that a “business corporation” be 
created to take over and operate the 
Post Office Department. He suggested 
that Congress retain supervision of 
rates. Mr. Ferneley agreed with 
Senator McKellar of Tennessee that 
the Post Office Department is_ well 
managed “but rather expensive.” 
Asked by Senator McKellar if he 
knew of any country that has a better 
system than the United States, Mr. 
Ferneley said: 

“IT can’t say that I do. I know, 
however, that we have a comfortable 
deficit.” 

Mr. Ferneley urged restoration of 
the one cent drop letter, claiming it 
would bring better returns than a one- 
and-a-half cent rate because it would 
be used more by business firms. 





Observers of the Senate inquiry into 
the Tariff Commission have been given 
a close up of the internal workings 
of the Commission. The supposedly 
startling developments which had been 
promised by political spellbinders have 
not made their appearance and perhaps 
will not. The Coolidge administration 
still is surviving and the President con- 
tinues his residence at the White House 
with no evidence that the household 
has packed its furniture for a quick 
move between sundown and_ sunup. 
And whether or not the Tariff Com- 


| mission is considered to be a necessity, 


the very ones who have attacked show 
that no matter how efforts may be to 
hide the fact tariff and politics still 
stick together. 
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| Ein mutual friend L. W. Bunnell offers a seasonable | 
































| merchandising idea in his post card story published above. 

=” The treasurer of HARDWARE AGE has sent Mr. Bunnell | 
| a check for one dollar. He has a check for you, when you NNW 
| send your post card story on any subject connected with | | 
| | | hardware merchandising. Let it be an idea or method that | 
has been or could be used successfully by a hardware mer- 
chant. Your story may be written with pen and ink or 
typewritten, but it must be complete on a post card. 


Send your post card story to HARDWARE AGE, with your name 
and address. Send more than one if you like. 


If it is published HARDWARE AGE will send you $1.00. 
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Somebody once said that any short story ever told could be boiled down and 
completely written on a post card. Write your story on a post card. Send it to 


HARDWARE AGE and receive one dollar if it is published. 
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Machine and Lag Bolt Price List 


Compiled for Hardware Age by M. M. Godschalk 


MACHINE BOLTS—(1 inch diameter) 








MACHINE BOLTS—(1)4 inch diameter) 
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| | DISCOUNTS 

| Length List | 7 ad | : T — coll . wa 
| | 5 | 10 | 20 | 25 | 33%] 40 0) 

RPE PRET; Ree ee TE ey Te Poe 

| 1% | 1510 | 1435 | 1359 | 1200 | 1133 | 1007 | 906; 755 | 
Sees = . | —_ 

| 2 | 1600 | 1520 | 1440 | 1280 | 1200 | 1067 | 960 | 800 

| 2% | 1699 | 1605 | 1521 | 1352 | 1268 | 1127 | 1014 | 845 









































3 | 1780 | 1691 | 1602 | 1424 | 1335 | 1187 | 1068 | 890 | 
3% | 1870 | 177 | 1683 | 1496 | 1402 | 1247 | 1122 | 935 | 
4 ~~ | 1960 | 1862 | 1764 | 1568 | 1470 | 1307 | 1176 | 980 | 
4% | 2050 | 1947 | 1845 1640 | 1538 | 1367 | 1230 | 1025 | 

5 2140 | 2033 | 1926 | 1712 | 1605 | 1427 | 1284 1070 











54 =| -2230 | 2119 2007 | 1784 | 1673 | 1487 | 1338 | 1115 










































































































































































| 

| 6 | 2320 | 2204 | 2088 | 1856 | 1740 | 1547 | 1392 | 1160 
| 63 | 2410 | 2290 | 2169 | 2128 | 1808 | 1607 | 1446 | 1205 
| 7 | 2500 | 2375 | 2250 | 2000 | 1875 | 1667 | 1500 | 1250 
73% | 2590 | 2461 | 2331 | 2072 | 1943 | 1727 | 1554 | 1295 
~ 8 | 2680 | 2546 | 2412 | 2144 | 2010 | 1787 | 1608 | 1340 | 1072, 
k 9 2860 2717 | 2574 | 2288 | 2145 | 1907 | 1716 | 1430 | 
~10 | 3040 | 2888 | 2736 | 2432 | 2280 | 2027 | 1824 | 1520 | 1: 
| a1 | 3220 3059 | 2898 2576 | 2415 | 2147 | 1932 | 1610 
= 3400 | 3230 | 3060 | 2720 | 2550 | 2267 | 2040 | 1700 
| 13 | 3580 | 3401 | 3222 | 2864 | 2685. | 2386 2148 | 1790 
al 3760 | 3572 | 3384 | 3008 | 2820 | 2507 | 2256 | 1880 
[5 | soao | s70s | 546 | a1a2 | 2055 | 2oz7 | 2304 | 107 
16 ~~ | 4120 | 3914 | 3708 | 3296 | 3090 | 2747 | 2472 | 2060 
17 | 4300 | 4085 | 3870 | 3440 | 3225 | 2867 | 2580 | 2150 
4s | 4480 | 4256 | 4032 | 3584 | 3360 | 2987 | 2688 | 2240 
19 ~—-| 4660 | 4427 | 4194 | 3728 | 3495 | 3107 | 2796 | 2330 
20 ~—«|: 4840 | 4598 | 4356 | 3872 | 3630 | 3227 | 2904 | 2420 | 











LAG BOLTS— (‘4 and 5/16 inch diameter) 




























































































| | ne DISCOUNTS 
| toma | tT [oo | fos] oo] 
| y oe =e | OW | <0 | 38% = 
+— 0 | pene 
1M 225 | 214 | 203| 180] 169 150 | 135 | 113 | 
[2 | 245 |) 233 221 | 196| 185| 164 147 | 123 | 
~ 255 | 265| 252| 239 | 212 | 200/ 177| 159] 133 | 
3 | 285| 271 | 257| 228| 215| 190| 171 | 143 | 
314 | 305 | 290 | 275 | 245 | 229| 204 | 183] 163 | 
 @ =| sat 309 | 203° 260 | 245 | 217) 195| 163 | 
44 ~«| «345 | 328] 311 | 276 | 260] 230° | 207 | 173. | 138 | 
5 | 365 | 347 | 329 292 | 274 | 244 | 219 | 183 | 6 
5% | 385 | 366 | 347 | 308 |_200 |_257 | 231 | 3 
6 | 405 | 385 35 | 365 | 325 | 303 | 270 | 243 | 203° 
6% | 525| 499| 473 | 420/ 304 | a0 | an 5 | 263 
[7 | 545 | 518| 491 | 436 36 | 409 | 364 | 327 | 273 
| 735 | 665 | 597) S00 | 452) 424 | 377 | aan | 263, 
8 | 585| 556| 527 | 467] 439| 390| 351 | 293 
~ 9 | 625| 594 | 563 | 500| 469! 417| 375! 313 | 
10 «=—s«665 || 632, 599 | 532 | 499 | 444) 399 333 | 


| | 
| ' 


































































































































































































| | DISCOUNTS 
| Length List eis 
| 20 | 25 | 33%] 40 |. 50 | 60 
144 | 3000 | 2850 | : | 2400 | 2450 | 2000 | 1800 | 1500 | 1200 
[2 ‘| 3150 | 2902 | : | | 2520 | 2363 | 2100 | 1890 | 1575 | 1260 
| 2% | 3300 | 3135 | 2970 | 2640 | 2475 | 2200 | 1980 | 1650 | 1320 
| 3 | 3450 | 3278 | | 2760 | 2588 | 2300 | 2070 | 1725 | 1380 
| 3% | 3600 | 3420 = [a0 3240 | 2880 | 2700 | 2400 | 2160 | 1800 | 1440 
4 | 8750 | 3562 | 3000 | 2813 | 2500 | 2250 | 1875 | 1500 
| “444 | 3900 | 3705 | 3510 1 3120 | 2925 | 2600 | 2340 | 1950 | 1560 
‘: oN 4050 | 3848 | 3645 | 3240 | 3038 | 2700 | 2430 | 2025 | 1620 
| 5% | 4200 | 3990 | 3780 | 3360 | 3150 | 2800 | 2520 | 2100 | 1680 
3 | 4350 | 4133 | 3915 | 3480 | 3263 | 2900 | 2610 | 2175 | 1740 
| 6% ~~ «| 4500 | 4275 | 3600 | 3375 | 3000 | 2700 | 2250 | 1800 
[7 | 4650 | 4418 | 3720 | 3488 | 3100 | 2790 | 2325 | 1860 
714 | 4800 | 4560 "3840 | 3600 | 3200 | 2880 | 2400 | 1920 
| 8 4950 | 4702 5 | 3960 | 3713 | 3300 | 2970 | 2475 | 1980 
9g 5250 | 4987. 4200 | 3938 | 3500 | 3150 | 2625 | 2100 
| 10 ‘| 5550 | 5273 4440 | 4163 | 3700 | 3330 | 2775 | 2220 
(ou 5850 | 5558 4680 | 4388 | 3900 | 3510 | 2925 | 2340 
| 12 | 6150 | 5842 4920 | 4613 | 4100 | 3690 | 3075 | 2460 
13 6450 | 6128 5160 | 4838 | 4300 | 3870 | 3225 | 2580 
14 6750 | 6412 5400 | 5063 | 4500 | 4050 | 3375 | 2700 
| 45 7050 | 6698 5640 | 5288 | 4700 | 4230 | 3525 | 2820 
| 16 ‘| 7350 | 6983 5880 | 6513 | 4900 | 4410 | 2675 | 2940 
47 ~——~+| 7650 | 7262 6120 | 5738 | 5100 | 4590 | 3825 | 3060 
18 | 7950 | 7553 6360 | 5963 | 5300 | 4770 | 3975 | 3180 
19 | 8250 | 7838 | 7425 | 6600 | 6188 | 5500 | 4950 | 4125 | 3300 
20 | 8550 | 8123 | 7695 | 6840 | 6413 | 5700 | 5130 | 4275 | 3420 
, 





EXPLANATION—List prices are in accordance 
Knowing your cost on 


with latest revision of 1923. 


these sizes and knowing the margin you wish to make 
on bolts, you can readily determine a price for any 


desired quantity. 
inches in length, 


For example: 


On 1 inch bolts, 2 


let us assume you buy at a 60 per 


cent discount, and that you wish to sell at 33% off 
list. You would find the 
along it until you were under the 33% off list dis- 
count, which in this case would be 1067—~your selling 
price. Should you on the same number have a quan- 
tity order you could quote 40 or 50 off list by the 
same method. In this case the quotations would be 


960 and 800 respectively. List prices are per 100. 


2 


inch column and run 





Copyrighted 1926 by Hardware Age 


This is the third installment of a complete series of machine bolt prices to be published weekly. 
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General Market News 





Major Hardware Markets React 
to Warmer Weather Conditions; 
Demand Shows Improvement 


EPORTS from major hardware markets in all parts of the 
country indicate a definite increased demand as the reaction 


to the warmer weather which started last week. 


While cur- 


rent volume is not entirely satisfactory, both jobbers and retailers 
feel that a start in the right direction has been made. Both factors 


express optimism. 


With the exception of rope prices for the May-June buying period, 
it is expected that hardware prices will continue at current levels. 
Nails may advance 10 cents per keg. Collections generally are fair. 

Western markets continue to show greater improvement than the 


Eastern trading centers. 
city retailers. 


Suburban dealers find business better than 





Northwest Demand _  Inm- 
proves; Collections Look 
Better 


Business in the northwest tributary 
to the Twin Cities is gradually gain- 
ing momentum. With the milder 
weather and a few days of sunshine, 
the dealers are beginning to have some 
of the spring trade they have been an- 
ticipating for some weeks. The stage 
is all set for the regular increase of 
trade which comes about this time of 
the year, and the public is starting to 
respond to the suggestions of their 
need of spring merchandise. Grass 
seed, steel goods, and even garden hose 
is beginning to sell. 

Stocks are well assorted, though not 
over-heavy in most of the _ stores. 
Dealers have formed the habit of using 
their jobbing connections to a greater 
extent. Collections are showing some 
signs of improvement, also. 


Pittsburgh Market Improves 
with Change of Weather 


The event of the week in the Pitts- 
burgh district is the much belated ar- 
rival of spring weather. The trade is 
inclined to a more cheerful view of bus- 
iness conditions. The fact that busi- 
ness has actually improved shows that 
the recent lack of activity was largely 
a weather condition. Whether the 
spring and early summer will be pro- 
ductive of really good business remains 
to be seen. Basic industries of the dis- 
trict are not doing as well in a produc- 
tive way as they did earlier in the 
vear, and it is possible, of course, that 
this may have an effect upon earning 
and buying power. The steel industry 
has completed a quarter in which a 
record tonnage of steel was made, and 
while primary consumption has prob- 
ably kept very close to output and 








stocks of steel. in second hands are 
moderate, there is little doubt that the 
manufactures of steel have not moved 
into consumption with real freedom, 
probably due to unseasonable weather, 
and that condition now is backing up 
on the steel market. No important 
price changes are reported in hard- 
ware items. Collections are fair. 


N. Y. Retail Trade Active, 
Says Commercial Paper 


Commenting on the general retail 
situation in New York City last week 
the Journal of Commerce says, in part: 

“Retail shopping centers were a bee- 
hive of activity yesterday. Warm 
weather, long overdue, is giving retail 
trade seasonal results. 

“Shoppers thronged the stores in 
larger numbers than on Wednesday, 
when the first spell of balmy weather 
induced consumers to think of light 
weight clothing. Retailers hope for 
fair weather today and tomorrow to 
register volume sales in all depart- 
ments. 

“Window displays contain the new- 
est themes in spring and summer 
merchandise. Prices are attractive. 
The new retail season is on the wing, 
late but welcome, nevertheless, and 
cheerfulness is spreading.” 





Spring Buying Is Better with 
Cleveland Trade 


Better weather conditions and the 
fact that the time is at hand for spring 
buying has resulted in an improvement 
in the hardware business in the Cleve- 
land territory and seasonal merchan- 
dise is moving in fair volume. Retail 
sales have also increased. The only 
price change of importance is an ad- 
vance of 12% per cent on range boilers. 


| 


i 
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Copper Market Tone Better; 
Prices Trifle Higher % 


There was a better tone in copper 
circles last week and prices appeared a 
trifle higher. In other words those 
who had sold on Wednesday at 13%c. 
per pound, delivered in the Valley, 
claimed to have signed contracts at 14c. 
on Thursday. It develops that earlier 
in the week actual sales were made at 
13.85¢c., delivered, but the tonnage was 
very small and so low a price was by 
no means general. 

A feature of recent business in cop- 
per has been the better buying on the 
part of Germany, America’s best for- 
eign customer. Prices paid last week 
have been 14.15c., c. i. f. German ports. 

Reports from the Lake districts are 
tinged with optimism. Production is 
being sold two months in advance, cop- 
per is moving readily by rail despite 
the higher freight rates prevailing in 
the spring and despite the fact that 
lower rates would be obtained by wait- 
ing for boat space. New England has 
come into the market again on a fair 
scale for Lake copper. 

Copper is holding relatively firmer 
than several other metals, chiefly be- 
cause of the strong statistical position, 
prospects of a speedy formation of a 
Copper Export Association and a bet- 
ter demand from Germany. 





Spring Silverware Demand 
Has Been Very Good 


Although consumer buying of. sterl- 
ing silverware for the April matri- 
monial season has not been so active 
in the northern part of the country 
this year as in recent Aprils, there has 
been sufficient increase in other parts 
of the United States—especially in the 
South—to bring sales of this class of 
merchandise up to normal. In addition 
to this there has been a nice spring 
business done in the so-called bread and 
butter lines of sterling ware. In the 
higher-grade merchandise fine flatware 
in exquisite designs has been very ac- 
tive. In hollowware, and to consider- 
able extent in flatware. there is a no- 
ticeable trend in the East and South 
toward buying Colonial and other sim- 
ple patterns. The West, however, con- 
tinues to favor more ornate designs. 





Some Hammers Are Higher 
in Boston Market 


Two manufacturers of hammers have 
advanced nail hammer prices slightly, 
according to the jobbers in Boston. On 
the other hand a line of auger bits is 
now 25 per cent discount, contrasted 
with 20 per cent heretofore. No other 
price changes of importance are noted 
in that market. 
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Retail Hardware Trade Improves 
with Warmer Weather in N. Y.— 
Jobbers Report Better Demand 


particularly seasonable 


lines, shows a definite improvement in the Metropolitan dis- 


(Fines: sho demand for hardware, 


trict, at press time. 


The sudden change in the weather last 


week stimulated a demand which looks very encouraging. The im- 
provement is particularly noticeable in the suburban sections and 


among the smaller towns. 


Dealers are not entirely satisfied with 


the current volume of business, but feel that a start in the right 


direction has been made. 


Wholesale business shows a better demand. 
and such lines are having a substantial sale. 
bolts, nuts and screws are consistently active. 


Nails, wire cloth 
Staple items, like 
With the exception 


of manila rope, all indications point to a maintenance of present 


price levels. 


Local jobbers predict a 


decline on rope for the May- 


June buying period. Nails may advance 10 cents per keg before this 


issue reaches you. 


Collections throughout this city are fair. 





Nail Prices Unchanged; 
Advance Freely Predicted 


Although there has been no change 
in wire nail prices an advance of 10c. 
per keg is freely predicted by leading 
distributors in the Metropolitan mar- 
ket. Current offerings are from $3.33 
to $3.45 but the majority of jobbers are 
selling at the lower figure. When the 
advance comes through in the local 
wholesale market the price will prob- 
ably be $3.45. Two or three houses 
have already announced the $3.45 price 
but the majority of business is being 
placed at 10c. lower per keg. 

No change is expected on wire brads 
in packages which are quoted at 70 and 
5 to 70 and 10 off list. 





Rope Prices Will Decline for 
May-June Period 


At press time the March-April prices 
on manila rope were still active. In 
view of the lower market of raw fiber 
it is generally agreed that May-June 
prices will be somewhat lower. Prices 
still effective are as follows: On ma- 
nila, first grade, 27c. and on second 
grade 25c. Local wholesale stocks are 
satisfactory. The demand is fair. 

Twine sales are fair. Price on stand- 
ard wrapping twine at New York is 
22c.. base to dealers. 





Staple Lines Are Active: 
Prices Continue Firm 


A strong demand continues for bolts 
and nuts. Screws are also selling ac- 
tively. Prices are unchanged. New 
York wholesale stocks are adequate. 
No talk of price revisions is heard in 
this section. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 


Bolts and Nuts 


Machine bolts, % by 4 and smaller, 
40 and 10 per cent off list. Machine 





bolts, longer and thicker, 40 and 10 
per cent off list. 

Common carriage bolts, *% by 6 
and smaller, 40 off list, larger and 
longer, 40 off list. 

Stove bolts, 50 and 7% off list. 

Lag screws, 50 and 7% off list. 


Screws 


Discounts on Wood screws: Iron 
Bright, Flat Head, 77% per cent; 
Iron Bright, Round and Oval Head, 
75 per cent; Iron Blued, Round Head, 
75 per cent; Brass, Flat Head, 75 per 
cent; Brass, Round and Oval Head, 
72% per cent. 

These discounts apply to revised 
list of June 24, 1922. 

EX TRAS—20-10-10 per cent. 


Wire Cloth Very Active; 
Prices Continue Firm 


There has been a very active de- 
mand for wire cloth in the New York 
wholesale hardware market. Prices 
have continued firm. The slight im- 
provement in weather had at press time 
helped the sale of this line to the con- 
sumers, particularly in Long Island 
towns. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 

Wire cloth, copper, 14 mesh, $5 to 
$5.25; 16 mesh, $5.50 to $5.75. 

Bronze, 14 mesh, $5.50 to $5.75; 16 
mesh, $6 to $6.25. 

Galvanized, 12 mesh, $2.30; 14 mesh, 
$2.50 to $2.60, and 16 mesh, $3.15. 

These prices are per 100 sq. ft. on 
sizes 22 in. to 48 in. For smaller 
sizes add l15c. per 100 sq. ft 








Battery Sales Are Active in 
Metropolitan Area 


There is a real good demand for dry 
cell batteries for motor boat engines 
and for radio use. The sale of B bat- 
teries continues to be very good. We 
continue to quote the range in price 
on No. 6 dry cells. Prices are un- 
changed. Stocks are ample. 


JOBBERS'’ ee Oar ee TO RE- 
TAILERS, F.O NEW YORK: 
Franco ‘‘A”’ yA ee battery, 90 
amps., $9.35 each; 120 amps., $10.65 
each. 

Batteries, No. 6, dry cells, ignition 
type, 28c. ‘to 32c. each in standard 
package. 





Radio ‘‘B’’ batteries, unit package 
quantities. No. 766, $1.30 each; No. 
764, $1.14 each; No. 767, $2.44 each: 
No. 772, $2.44 each; No. 770, $3.09 
each; ‘‘C’”’ batteries, No. 771, 39c. 





Good Demand Reported for 
Roller Skates in N. Y. 


Jobbers and retailers both report a 
good substantial demand for roller 
skates. Stocks are apparently ample 
for current local needs. Prices are un- 
changed. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 

Roller skates, No. 5, boys, $1.42; 

No. 6, girls, $1.52 per pair. 





Sales Continue Fair For Ice 
Cream Freezers 


Ice cream freezers being a line which 
has its heaviest sale in the warmer 
weather, the local current demand is 
not very heavy. Sales to date are con- 
sidered very fair in view of the unsea- 
sonal weather in this district. There is, 
of course, a certain amount of all year 
business on freezers, as many people 
today use them for puddings and other 
desserts, as well as for making ice 
cream and sherbets. Prices have been 
very firm in the New York wholesale 
hardware market, and no change in 
current prices is expected. Jobbers’ 
stocks appear to be ample. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

Alaska Freezers.—1 qt., $2.95 each; 
2 at., $3.45 each; 3 qt., $4.10 each: 
4 qt., $5 each; 6 qt., $6.30 each; 8 at., 

8.20 each; 10 qt. $1 .75 each; 12 qt., 

14 eae: 15 qat., $17 each, and 20 qt., 
$21.5 each. ese are list prices 
hich are subject to a dealer’s dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—1 at., 
$3.35 each; 2 qt., $3.90 each; 3 aqt., 
$4.65 each; : at 5.70 each; 6 aqt., 
$7.25 each: $9.35 each: 10 at., 
$12.50 oo Ry These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

hite Mountain Freezers.—2 at., 
$5.65 each; 3 at» $6.75 each; 4 at., 
$8.25 each: 6 $10.45 each: 8 aqt., 
$13.50 each, Rann 10 aqt., $18 each. 
These are list prices and are sub- 
— to a dealer’s discount of 50 per 
cent. 

Auto-Vacuum Freezers.—No. 1, 
$3.33 net; No. 2, $4 net: No. 3, $5. 33 
net, and No. 4, $6. $7 net. These net 
prices to dealers show a discount of 
3314 per cent off list. 





Growing Demand for Lawn 
Rollers 


Some activity in waterweight lawn 
rollers is reported by certain of the 
New York wholesalers. As reported 
last week, spring prices are as follows: 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS F.O.B. NEW YORK: 


Waterweight lawn rollers, No. 2, 
$9 each; No. 4, $10.70 each: No. 5, 
=8. 35 each: No. 7, $15.35 each: No. 

, $17.35 each. 





Builder’s Materials Active 


Distributors and dealers of building 
materials report a better demand since 
the warmer weather started in the 
metropolitan district. Building pro- 
grams are fairly heavy. Hardware de- 
mand for this trade should show im- 
provement within thirtv days, accord- 
ing to local factors. Prices are uni- 
form throughout this section. 
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Moderate Weather Improves Sales in New 
Kngland—Collections Slow—Prices Firm 


week ago, but are by no means active. 


(Boston office of HARDWARE AGE) 


Contrasted with a 


N° ENGLAND retail dealers are busier than they were a 


year ago they are far behind. Just how far behind varies 


in different localities. 


weeks behind last year, while others make it five weeks. 


Some retailers feel they are at least four 


A year 


ago April 19 we experienced a snow storm and thereafter through 
the greater part of May and into June the weather was unseason- 
ably cool; gardens did poorly; and much other work involving hard- 
ware was put off, as was a great deal of painting. Before that, 
however, warm weather was experienced. Gardens were planted 
and a great deal of work completed. So far this spring we have 


experienced unseasonably cold weather. 


Only last week early 


morning temperatures averaged close to 20 deg. and it did not 


warm.up much during the day. 


It is because of this reversal in 


weather conditions that the retail dealer’s showing so far in 1925 


compares unfavorably. 


Most likely May and June will be warmer than they were in 
1924. In that event the average retail dealer should come up to 


June 30 even or ahead of last year. 
better in the summer months than he did last year. 


In addition, he stands to do 
Although dis- 


appointed in their showing so far this year, retail dealers in gen- 
eral are confident that conditions and business will right them- 


selves in due time. 
under the circumstances. 


There is not the pessimism one might expect 
Many retailers are giving closer atten- 


tion to overhead than heretofore, consequently are making economi- 


cal savings and conserving cash. 


The shelf hardware jobbers are 


doing remarkably well, all things considered, yet it is doubtful if 
their billings the last part of April will be as heavy as in the first 
fifteen days owing to the fact that much merchandise required by 
the retail dealer this summer and ordered some time ago has been 
shipped. Jobbers report collections as slow. 


BITS.—Wrights Jennings auger bits 
are now quoted 25 per cent off list, 
whereas heretofore they were 20 per 


cent. 
We quote from Boston jobbers’ 


stocks: 
Augur Bits.—Electric 10-16ths, $6.25 


per doz. net; 11-16ths, $6.60. Carpen- 
ters,’ 8- 16ths, $5.30; 9-16ths, $5.75; 
10- 16ths, $6.25; 12- 16ths, $7. 10. Sets, 
32% quarters, in areas. $7.40 the set, 
in canvas rolls, $7.5 


CAN rave ady evince 
some interest in can openers, but are 
buying in a conservative way. 


We quote from Boston jobbers’ 
stocks: 

Can Openers.—Edlund line, house- 
hold sizes, with bracket, $2.25 each 
list; hotel size, $5. Household size 
with wall bracket, $2.25 each list, 
hotel size, $5. 

Discount, 33%, per cent. 

Wales 'self- adjusting, 
style, $4 per doz. 


CLOTHES BASKETS.—Some of those 
retailers who bought stock earlier in 
the year have been obliged to reorder. 
Jobbers’ sales this year are ahead of 
1925. 


We quote from Boston jobbers’ 
stocks: 

Clothes Baskets. — Willow, oval, 
17%-in. on the bottom, $12.50 per doz. 
net; 19-in., $15; 20%-in., $17.50. 


CURTAIN RODS.—One should look to 


turntable 








their stocks of curtain rods and rod 
brackets because the average house- 
wife does her spring cleaning about 
this time .and most likely will require 
new curtains or new rods, and perhaps 
both. 

DUST PANS.—Some activity is noted 
in the dust pan market,. Retailers, it 
is believed, are carrying small stocks. 


We quote from Boston jobbers’ 
stocks: 


Dust Pans.—No. 0, $2 per doz., 
net; No. 601, $6. 
FLASHLIGHTS AND BATTERIES.— 
There has been an exceptionally good 
demand for the Eveready assortment 
No. 71, presumably because of the pub- 
licity given these goods. Other items 
in this department are by no means 
neglected, however. 


We quote from Boston jobbers’ 
stocks: 

Cases.—Without batteries, six ” 
more assortments to the unit. 
2612, 97c. each net; No. 2619, $1. 24: 
No. 2637; 1.65; No. 2672, $1.79; No. 
2694, $2.50. 

Batteries.—Six or more assort- 
ments to unit package, No. 935, 81é4c. 
each net; No. 950, 9%c. 


GARBAGE CANS.—One of the most 
active items in jobbing circles is gar- 
bage cans. After a winter such as has 





just been experienced it is safe to 
assume that many new garbage cans 
will be required by the public. The 
popularity of the underground kind is 
growing rapidly. 


We quote from Boston jobbers’ 
stocks: 

Garbage Cans.—Sexton line, under- 
ground, No. 1, 17 x 19% in., steel out- 
side, $9.50 each list; No. 2, 18 x 25 in., 
steel outside, $11.50; No. 5, 15 x 24 in. 
steel outside with cast iron top, 
$13.50; No. 6, 18 x 24-in., steel out- 
side with cast iron top, $17; No. 50, 
17% x 24-in., concrete outside, cast 
iron top, $15.50; No. 60, 20% x 24-in., 
concrete outside, cast iron top, $19.90. 

Discount, 33% per cent. 


GARDEN TOOLS.—Garden tools have 
begun to move out of retail stocks. A 
stretch of three or four warm days 
probably will witness a run on these 
goods, consequently the retailer should 
be well prepared to meet demands. 
Prices on garden tools are reported 
as firm.and unchanged. 


HAMMERS.—Prices on two styles of 
Stanley nail hammers and one style of 
machinist hammer have been  ad- 
vanced slightly. Another manufac- 
turer of hammers has raised prices 
approximately 10 per cent. New prices 
on Stanley hammers follow: 


We quote from Boston jobbers’ 
stocks: 

Hammers.—Nail, Stanley, No. 15, 
13-0z., $1.14 net each; 16-o0z., $1.20. 
No. 12, 18-0z., 98c.; 16-0z., $1.03. 

Machinists’—Stanley, No. 36, 6-o0z., 
77c. each net; 8-oz., 77c.; 12-0z., 77c.; 
16-02., 79c.; 20-02z., 86c.; 24-0z., 92c. 


LANTERNS AND GLOBES.—At the 
moment there is a brisk movement of 
lanterns and globes out of jobbers’ 
stocks. Most of the goods being 
shipped, however, were purchased by 
retailers some time back. 


We quote from Boston jobbers’ 
stocks: 

Lanterns.—Oil, Monarch, No. 0, $8 
per doz. net; with ruby globe, $9.75; 
Blizzard, No. 2, $13; D-Lite, $13; 
Little Wizzard, $8.5 Mill lanterns, 
$24.75 in lots of se dozen; Beason, 
$31.50; Driving, left hand, $17.50 
roadster, wagon, left hand, $17. 25. 
Gasoline, No. L327, $5.25 each net; 
No. L427, $6: poultry house lantern, 
$7.50. Hy- Lo, $7.50 per doz. net. 

Globes. —Blizzard., Fitzall, in less 
than five doz., and in five doz. lots: 

Less Five Doz. 


Blizzard, locknob....... $1.25 $1.10 
I Gh ite i ek ee 1.30 1.15 
Delight. ruby ........... 3.25 3.00 
Little Wizzard ......... 1.15 1.00 
Junior Blizzard......... 1.20 1.05 


MOPS.—Mops are live items, accord- 
ing to jobbers. They say the season 
is close at hand when public buying 
will be heavy, and that retail dealers 
are anticipating wants liberally. Re- 
cently, slightly lower prices were is- 
sued on liquid veneer varieties. 


We quote from Boston jobbers’ 
stocks: 

Mops. — O’Cedar line, without 
~ gue es, No. 3, $12 wer doz. net; 
No. $8: No. 9, $8: No. 15, $6: No. 
16, $6 Dry duster, No. 9, $12: han- 
dles, $3 — doz. extra interchange- 
able; No. $15 per doz. list; No. 2, 
$21; No. 5, e415. No. 6, $21. Floor, No. 
22, $2 each. Hand, No. 44, $6 per 
doz. Clothes No. 51, $4.20 doz. Dis- 
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count, 33% per cent. Liquid Veneer, 
Champion, $12.80 per doz. net; Vic- 
yt’ $8; Jiffy, treated, $4.80; dry, 
4 


Cotton Mops.—Eureka line, 9-Ib. 
Ht $3.50 per doz.; 12-lb. twine, 
4.50. 


NAILS.—A somewhat broader market 
for all kinds of nails exists. The feel- 
ing exists among retail dealers that 
prices are not likely to decline within 
the next month or so, consequently the 
trade is operating with more con- 
fidence. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wire, from store, $3.70 per 
keg, base; from mill, in car lots, $2.70 
per keg base; in less than car lots, 
$2.95. Cement coated, in count kegs, 
from mill, in car lots, $2.40 per keg 
base, f.o.b. Pittsburgh; in less than 
car lots, $2.65; from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base; 
Western cut nails, direct shipments, 
in car lots, $3.50 per keg base, f.o.b. 
Pittsburgh; in less than car lots, 
$3.65. Tremont cut nails, direct ship- 
ments, $3.95 per keg, f.o.b. Ware- 
ham, Mass.; hardened steel floor 
nails, direct shipments, $7.60 f.o.b. 
Wareham. 


PAINTERS’ SUPPLIES.—Jobbers 
have discontinued the use of the 28-lb. 
containers of savogram, but have 
stocked other sizes as usual. They say 
the 35-lb. container is the big seller 
these days. 


We quote from Boston jobbers’ 
stocks: 
Savogram.—In 1-Ib. cans, 50 in 


carton, $16.67 per cwt.; in 5-lb. cans, 
12 in carton, $13. 34: 35-lb. pails, 
$11.34; half barrels, $10.67; barrels, 
$10. 

Plaster of Paris.—-FF grade, in less 
than barrel lots, 2%c. per Ib.: in 
barrels, $4.50 per bbl.; in 100-lb. bags, 
$1.50 per bag; in half-ton lots, $1.40 
per bag. 


POCKET KNIVES.—Jobbers in some | 


instances, at least, are enjoying a good 
business in pocket knife assortments. 
The school vacation season is not so 
very far ahead of us and every boy in 
the land will want a pocket knife. 


PORCH GATES.—In anticipation that 
real spring days will be experienced 
before long, retailers in certain locali- 
ties are ordering porch gates. 


We quote from Boston jobbers’ 
stocks: 

, “aren Gates.—Wooden, slatted, No. 

$12 per doz. net; No. 4, $14; No. 5, 
sie No. 6, $18. 


PYREX WARE.—Although somewhat 
less active than a month ago, there is 
still a good movement of pyrex ware 
out of jobbers’ stocks. Even with the 
slight setback, indications are _ that 
more of this merchandise will be sold 
in 1926 than in several previous years. 


We quote from Boston jobbers’ 
stocks: 

Casseroles. — Without handles, 
round, 8-oz., 47c. each net; 1-qt., 
1%-qt., $1.17; 2-qt., $1.33. ound, 
shallow, 1-qt., $1; 1%-qt., $1.17. 
Round, earet. 1-qt., $1; 1% -at. 1.17; 
2-qt., $1.33. Oval, 1-at., ae i 
ae si 2-qt., $1 33. Oval, shallow, 

-qt., $1; 14-qt., $1.17; 2-qt., $1.33. 
with TS i-at., 1.17; 1%-qt., 

Baking Dishes. — Round, double 
compartment, $1 each net; with 
cover, 3. 

Pudding — —Round, %-qt., 40c. 
each net; 1-qt., 57c.; i%- -qt., 67c.; 
2-qt., 80c. Square, 1%-qt., 83c. Oval, 
shallow, 10-o0z., 30c. ; 18%-oz., 40c. 
Round, shallow, i1-qt., 57c.; 1%-qt., 
67c. Oblong, 57c. 

Bread Pans.—Oblong, small, 17c. 
each net: medium, 60c.; large, $1. 

Cake Dishes.—Round, shallow, 50c. 
each ne 

Ramekins.—Wide rim, 4-oz., 13c. 
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each, net; French pattern, 4-0z., 13c.; 
§- -OZ., 7c. 


RADIO SETS.—Although weather con- 
ditions have been against the sale of 
many lines handled by retail dealers, 
they have helped rather than hurt the 
sale of radio goods. 


We quote from Boston jobbers’ 
stocks: 

Radio Sets.—Amarid, neutrodyne, 
5-tube, $60 each, list; discount 40 per 
cent. Crosley, model 4-29, 4-tubes, 
$29 each list; model 5-38, 5-tubes, $38; 
discount 33% per cent. No. RFL 60, 
5-tubes, $60 list; RFL 75, 5-tubes, $75 
list; discount 40 per cent. 


ROPE AND TWINE.—There §ap- 
parently is a freer market for twine, 
particularly that which can be retailed 
at 5c. to 10c. a ball. The recent. drop 
in India marlin has stimulated sales, 
report jobbers. 


We quote from Boston jobbers’ 
stocks: 

Rope.—Manila, 27c. per lb. base; 
sisal rope, 20%c.; hay rope, 21c.; cot- 
ton rope, 50c. 

Lath Yarn.—Sisal, C130, 20c.; D200, 
21e. per Ib. 

Twine.—Hemp in if lb. balls, No. 
12, 47c. a Ib.; No. 42c.; No. 24, 
40c.: No. 36, 38c. : No, 18, 37c.; Yazoo, 
24 10-02. balls, 80c. a box: bison, 12 
2-0z. balls, 80c. a box. Cotton cones, 
i4c. Jute 2- ly. 30c. Marlin, 2-ply 
in 1-lb. balls, No. 4%, 27c.; No. 6, 
24c.; in 2-lb. balls, No. 8, 22c. 

Yacht Martin:—Tarred, 48c. for Ib. 


|'RUBBISH BURNERS.—New England 
towns and cities are daily growing 
stricter regarding fires. Massachu- 
setts authorities are especially exact- 
ing, consequently retail dealers in that 
State, at least, should be able to boost 
their rubbish burner sales. 


We quote from Boston jobbers’ 
stocks: 

Rubbish Burners.—Cvyclone, No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 


SCREEN DOOR GUARDS.—Practical- 
ly every New England home is a pros- 
pect for two or more sets. These 
guards are economical in that they save 
screen door frames and wire cloth used 
in doors. Good ones are obtainable at 
prices which permit their resale at 75c. 
the set. 


We quote from Boston jobbers’ 
stocks: 

Screen Door Guards.—Donley line, 
26, 28, 30 and 32-in., 45c. per set of 
three, net. 


SKATES.—Some of the most venture- 
some retail dealers are placing orders 
with jobbers for ice skates and skating 
outfits to be delivered later in the year. 
Warm weather is needed to speed up 
sales of roller skates, although it may 
be said that several flattering orders 
have been received by local jobbers 
since last reports. 


We quote from Boston jobbers’ 
stocks: 

Ice Skates.—Men’s lever, bright, 
90c. per pair net; nickel, $1.25; key, 
bright, 90c.; nickel, $1. o5 to $3.25. 
Hockey, key, nickel $1.35 to $3.40. 
Screw to boot, nickel, 90c.; hardened 
steel, $1.12; steel, $1.50; chrome steel, 
$2.25; super-chrome steel, $2 and 
$2.70. Ladies’, bright, $1.10; lever, 
bright, $1.20; nickel, $1.50; key, 
bright, $1.20; nickel, $1.50 to $3.60. 

Skating Outfits.—Men’ Ss, $3.65 per 
pair net; ladies’, $3.65. Collis tee. 
$3.50 per pair. npg na men’s, $5: 





ladies’, $5. Haw men’s, No. 84, 
$3: No. 130, — "Gndter’, No. 85, $3; 
No. 093, $a. 


Straps. W pinek or russet, tongue 
buckle, 20-in., $1.25 per doz. pair net; 
30-in., $1.80. atent buckle, 20-in., 
$2.40; 30-in., 
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Roller Skates. — Children’s strap 
heel and toe, 70c. a pair net; strap 
heel and clamp, 75c. Bo a _ irls’ 
strap heel, toe and 1.10. 
Children’s ball bearing, $1. 50. Boys’ 
ball bearing, $1.50. Girls’ ball bear- 
ing, $1.50. Boys’ nickel plated, truss 
extension, $2.50; girls’, $2.50. 

STEEL WOOL.—There is something 
doing in steel wool all the time. When 
the painting season really opens up 
the demand for wool should increase 
by leaps and bounds. 

We quote from Boston jobbers’ 
stocks: 

Steel Wool.—In 1-lb. packages, No. 

0, 41c. each; No. 1, 35c.; No. 2, 
3lc.; No. 3, 27c. 
STEPLADDERS.—A _ small yet con- 
sistent demand for stepladders is 
noted. Those retail dealers, who pre- 
viously did not cover their require- 
ments, are gradually coming into line. 

We quote from Boston jobbers’ 
stocks: 

Stepladders. — Nappannee,  3-ft., 
$1.05 each net; 5-ft., $1.75; 6-ft., 
$2.10. Combination stool and ladder, 
$12 per doz. net. Paris, 3-ft., $1.80 
each net; 4-ft., $2.40; 5-ft., $3; 6-ft., 
5-08: 7-ft., $4.20; 8-ft., $4.80; 10-ft., 

6. 

TOYS.—Although quite out of season, 
weather conditions to the contrary, 
jobbers have begun to secure toy busi- 
ness. Activity centers largely in 
erector toys which will be delivered 
next October. 


WASHBOARDS. — Washboards_ con- 


tinue to sell every day. Contrasted 


with a week ago the turnover is slight- 
ly larger, according to wholesale firms. 


We quote from Boston jobbers’ 
stocks: 

Washboards.—Colonial Kid, $2.80 
per doz. net; Colonial, Jr., $3.65; 
Hessian, $4.25; Puritan, glass, $6; 
Bunker Hill, $6.65; Plymouth, $6.25; 
double galvanized iron Tory, 50. 


WASH BOILERS.—The past two or 


three days has witnessed an improved 
call for wash boilers. 

We quote from Boston jobbers’ 
stocks: 

Wash Boilers.—Tin, No. 81X, $23 
per doz. net; No. 81XX, $27.75; No. 
91X, $24: No. 91XX, $29.45. 

WATERGLASS.—Many people, real- 
izing that egg prices are about as low 
as they will be this year, are putting 
down stock for next winter. Naturally 
the sale of waterglass has speeded up. 


We quote from Boston jobbers’ 
stocks: 

Waterglass.—Pints, $1.30 per doz. 
net; quarts, $2; gallons, $7. 


WINDOW BRUSH HANDLES.—In 
connection with the spring house clean- 
ing season it might be well for the 
retail dealer to look over his stocks of 
window brush handles. 


We quote from Boston jobbers’ 
stocks: 

Window Brush’ Handles. — 8-ft., 
oF a5 per doz. net; 10-ft., $2.60; 12-ft., 


WRINGERS.—In common with those 
other items that the housewife is be- 
ginning to buy, retail dealers say 
wringers are moving slightly better. 
In the jobbing market business is only 
fair, at best. 


We quote from Boston jobbers’ 
— 

Wr rar ty a 130, $3.65 each net; 
No. 100, ; No. 350, 4.45; Set tub, 
No. 361, 5°80; regular Oo. 380, $4.80; 
No. 380K 4.95: No. B381E, $8.50. 
Bench, No. B350E, $7.50. 
laundry bench, No. B380B, 
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sand Build Goodwill 
For Years Io Come 


in- greater 


Satisfied customers result 
customer satisfaction. 


profits, increased good will and a larger 


business for you. 
asset your store can have. 


handle ranks you definitely as a first or 
second class store. Dependable mer- 


There is a generous margin of profit for every hardware 
dealer in Apex sales. Order today and get your share. 


Distributed by Jobbers 


if your jobber cannot supply you, write us, and we 
will give you the name of one who willl. 


JOHN M. HART COMPANY 
Manager of sales for 
HANOVER WIRE CLOTH CO. 
General Sales Office : 
Factory: 
Hanover, Pa. 


Old Colony Building, 
Chicago, Ill. 
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chandise above all other things makes for 


They are the greatest 
Stock Apex Electro-Zinc Coated and you 
are building good will for years to come. 
The quality of the merchandise you It is zinc coated by a special electroplat- 
ing process after weaving which insures 
it long years of satisfactory service. 


Li. 
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Steady Improvement in Cleveland Territory— 


Staple Goods Moving Freely—Prices Firm 


(Cleveland office of HARDWARE AGE) 


ARDWARE jobbers in Cleveland report an improvement in 
business the past few days. There was an increased volume 
of sales of spring merchandise to retailers who had not pre- 

viously filled in their spring stocks. Steel goods and refrigerators 
are items which have become more active. Gas ranges are in good 
demand. Sales of staple merchandise are fair, but little business 
is being placed in seasonal goods for fall delivery. 

The first appearance of real spring weather the past week has 
stimulated local retail sales, which are now fairly good. The strike 
in the building industries, which has practically tied up all building 
work in Cleveland since March 1, is the most unfavorable factor in 
the local situation, as it has shut off the demand for builders’ hard- 
ware and other goods used in building construction. 

While there are few price changes, some of the jobbers seem more 
disposed than usual to stimulate sales by offering specials on some 
lines of merchandise and an advance of 1214 per cent has been made 


on range boilers. 


Collections, which slowed down considerably two or three weeks 
ago, show an improvement, which indicates that retailers’ stocks 


are moving better than they have been. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—The demand for tires and 
tubes has become fairly good but re- 
tailers are not stocking up very far 
ahead. The further decline in crude 
rubber has resulted in rumors of an- 
other price reduction, but at present 
there is no confirmation of this. 


Cleveland jobbers quote Mansfield 
tires f.o.b. Cleveland, 30 x 3% in. 
regular cord, $9.95; heavy duty over- 
size, $12.65; 32 x 4 regular cord, 
$17.50; heavy duty, $21.40; 34 x 4% 
heavy duty oversize, $29.50; balloon 
tires, 29 x 4.40, $13.85; 30 x 5%, 
23.45; 32 x 6.20, $35.50. Tan tubes, 
30 x 3%, $2.50; 32 x 4, $3.75; 34 x 
4%, $4.60; balloon tire tubes, gray, 
29 x 4.40, $2.95; 30 x 5%, $4; 32 x 

5. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland Millers Falls, No. 
145 jacks, $3.75. Derf spark plugs, 
96c. each for all sizes in lots of less 
than 50; Champion X spark plugs, 
A5Sc. each for less than 100 and 4ic. 
each for over 100; Champion regular, 
53c. each for less than 100, all sizes; 
50c. each for over 100. 


AXES.—These are moving somewhat 
better than a few weeks ago, but sales 
are not large. 


Jobbers quote f.o.b. Cleveland: 

First grade single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 Ib. and similar 
advance for each 6 Ib. additional 
weight increase. 

BATTERIES.—tThe trade is looking for 
considerable demand for ignition bat- 
teries for power boats now that the 
boating season is near at hand. Radio 
batteries are quiet. 

Jobbers quote f.o.b. Cleveland: 

No. 766 B batteries, $1.30 each for 
—_ packages and $1.40 for small 
ots. 

Eveready B batteries, No. 486, 
$3.58 each for unit packages and $3.85 
each for smaller lots. 

No. 6 ignition type dry cell bat- 
teries, 32c. each. 








BINDER TWINE.—With the approach 
of the shipping season a little spurt 
is noticed in the demand. Prices are 
unchanged. 


Cleveland jobbers quote first grade 
binder twine at $6.98%, per bale, 50-Ib. 
gross f.o.b. Cleveland and $6.87% 
f.o.b. Chicago or Auburn, N. Y. 


BOLTS AND NUTS.—The demand 
fair and prices are firm. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
50 and 10 per cent off list; smal 
rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 10 per cent 
off list; hot pressed nuts, $3.90 off 
list; small rivets, 65 and 5 per cent 
off list. 


CORRUGATED ROOFING.—This is 
now moving in fair volume. There has 
been no recent price change. 


Cleveland jobbers quote for the first 
quarter delivery No. 28-gage corru- 
gated roofing at $4.34 per square, 
f.o.b. Pittsburgh. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Retailers are now stocking up 
and sales are fair. 


Cleveland jobbers quote eaves 
trough and conductor pipe at 77 per 
cent off list in crate lots delivered. 


FANS.—Sales so far for the summer 
shipment have been light. 


Cleveland jobbers quote Polar Club 
fans, 6-in. Jr., $3 each; 8-in. Jr., $3.20 
each; 10-in. stationary, $4.60 each; 
10-in oscillating, $7 each. Prices for 
dozen lots are slightly lower. 


GAME TRAPS.—Sales for fall ship- 
ment so far have been disappointing. 

Jobbers quote f.o.b. Cleveland: 

Victor game traps, No. 0, $1.10 per 
doz.; No. 1, $1.38 per doz.; No. 1%, 
$2.44 per doz.; No. 2, $3.36 per doz.; 
Oneida jump traps, No. 0, $1.59 per 
doz.; No. 1, $1.83 per doz.; No. 1%, 
$2.83 per doz.; No. 2, $4.38 per doz. 

GARDEN HOSE.—Reports from manu- 
facturers indicate that there will prob- 


ably be no further price reduction this 


me 


Ss 





season. Buying is pretty well over ex- 
cept the late fill-in orders. 

GLASS BAKING WARE.—Jobbers are 
getting a fair and steady volume of 
orders. 


Jobbers quote f.o.b. Cleveland: 

Casseroles, round or oval, 1-qt., 
$1.17; 2-qt., $1.33; 2%-qt., $1.66; 
square, $1.50; casseroles with fancy 
covers, 35c. higher. 

Pie Plates, 8-im., 50c.; 9-in., G@ec.; 
10-in., 67c. 

Bread Pans, No. 212, 60c.; No. 214, 


Cc. 
Utility Dishes, No. 231, 67¢.; No. 
232, $1.17. 

Tea ocx cups, $1.67; 4 cups, $2; 


HANDLES.—Agricultural tool handles 
and garden tool handles are in quite 
active demand. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 

Axe Handies.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per dozg.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 
5 per doz, 

Hatchet and Hammer Handies.— 
No. 7, 90c. per doz.; fimest growth 
hickory, $1.50. 

Hay Fork Handles. — Straight, 
chucked and bored, XX, 4% ft., $3.75 
per doz.; 5 ft., $4.50 per doz.; bent, 
4% ft., $4.15 per doz.; 5 ft., $5.10 per 
doz.; X bent, 4% ft., $2.90 per doz.; 
5 ft., $3.20 per doz. 

Manure Fork Handles.—Bent, XX, 
4 ft., $3.90 per doz.; 4% ft., $4.25 per 
doz.; X, bent, 4 ft., $2.80 per doa.; 
4% ft., $2.90 per doz. 

Garden Hoe Handies.—XX, 4% ft., 
= per doz.; No. 1, 4% ft., $1.50 per 
OZ. 

Garden Rake Handies.—XX, 6 ft., 
$6.25 per doz.; No. 1, $2.65 per doa. 

Shovel Handles — Regular pattern 
XX, 4% ft., $5.90 per doz.; * 4% ft 

5. 


$3.75 per doz.; D handle, $5.60 per 
oz. 
P Spade Handles—X grade, $5.40 per 
oZ. 


HOSE REELS.—This item has not yet 
become very active. 


Cleveland jobbers quote hose reels 
o. 5, $2 each; No. $1.65 each; 
Reelezy, $15.85 per doz. 


ICE CREAM FREEZERS.—W hi: . 
early orders were good, the spring buy- 
ing does not appear to have got under 
way and orders are light. 

Jobbers quote f.o.b. Cleveland: 


Lightning Freezers, 1-qt., $2.10; 
2-qt., $2.50; 3-qt., $2.95; 4-qt., $3.60; 
6-qt., $4.50; 8-qt., $5.85; 12-qt., %9.45; 
White Mountain Freezers, 1-qt., $2.40; 
2-qt., $2.80; 3-qt., $3.35; 4-qt., $4.10; 
6-qt., $5.20; 8-qt., $6.75; 12-qt., $10.75. 
Auto Vacuum Freezers, 2-qt., $4; 
3-qt., $5.33; 4-qt., $6.66. 


LAWN ROLLERS.—There is still some 
activity in these. 


Cleveland jobbers quote water 
weight rollers No. 2, $9.50 each: No. 
4, $11.15 each: No. 5, $13.85 each; 
No. 7, $16 each; No. 9, $18.10 each. 


NAILS AND WIRE—These are mov- 
ing in somewhat better volume than 
they have recently. Prices are firm. 


Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
ee $2.90 per keg for less than car 
ots. 

Jobbers quote as follows from 
stocks: 


Nails.—Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3.45 per 
100 Ib.; No. 9 annealed wire, $3 per 
100 Ib.; cement coated nails, $2.40 per 
100 Ib.; polished fence staples, $3.70 
per 100 lb.; galvanized fence staples, 
$3.95 per 100 Ib.; miscellaneous nails 


‘Reading matter continued on page 62 
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Quality leaves its' imprint 


~What’s the Price? 


You always ask that question sooner or later when you're buying; you 
ought to ask it. But you should remember that the answer means a g 
deal more than just dollars and cents. The buyer who buys just at a price 
generally loses money; it’s poor buying. 


It’s more important to know what the price represents, because poor 
quality is usually the most expensive thing you can buy. Best quality at a 
fair price is usually cheapest in the end. 


Richards- Wilcox prices are based on the best and most efficient door 
hardware that advanced engineering skill and manufacturing methods can 
produce. Theirs is the largest and most complete line—hangers and equip- 
ment to solve any and all doorway problems. 


You may be able to buy at lower prices; but that’s a sign you're willing 
to accept lower quality. No manufacturer can produce as good door hard- 
ware for less money than Richards-Wiilcox. 


A lower price may look good to you; but don’t make any mistake about 
it. Remember, doors have to work and cheap hardware will invariably 


cause trouble. 


Richards-Wilcox doorway engineers are located at branches in all 
important large cities of the United States and Canada. Call on them at 
any time—whether it is a small garage or the largest doorway—they 


will recommend the right equipment. 


The great R-W manufacturing plants are located at Aurora, Illinois, 
and London, Ontario. | 
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and wire brads, 70 and 10 per cent off 
list. ; 

Barbed Wire.—%80-rod spools, Ly- 
man, 4 point cattle wire, $3.25; same 
hog wire, $3.50; American special hog 
wire, $2.50. 


PAINTS AND OILS.—Both linseed oil 
and turpentine have declined. Makers 
of white lead have guaranteed present 
prices against a decline until Aug. 31. 
Retail sales of painters’ supplies are 
rather slow. 

Mixed paints, regular shades, best 
grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal., in 1 gal. 
cans. 

Turpentine in bbls., $1.12; less than 
bbl., $1.27 per gal. 

Linseed oil in bbls., 87%c.; less than 
bbl., $1.02%. Boiled, 3c. extra per 
gal. White lead, in 100-lb. kegs, 
15%4c. per ib.; in 50 and 25-lb. kegs; 
15%c. per Ib.; in 12%-lb. kegs, 15%4c. 
per lb.; in 500-lb. lots, 10 per cent dis- 
count; other prices are net. 


POULTRY NETTING AND WIRE 
CLOTH.—tThere is still a-fair amount 
of business in poultry netting, although 
the demand has commenced to ease off. 


(leveland jobbers quote poultry 
netting at 50 and 7% per cent off list; 
galvanized before weaving, 50 and 10 
and 7% per cent off Hst: wire cloth, 
black, $1.85 per 100 sq. ft.;: galva- 
nized. $2.05 to $2.10 per 100 sq. ft. 


POULTRY SUPPLIES.—tThese are 
stilh among the fairly active items. 


Cleveland jobbers quote as follows: 





Thermic fountains, 2 gal, $18.7 i> per 
doz.; 3 gal., $24 per doz.: 5 gal., 
$25.50: Peed troughs. De Iphos, No. 12, 
$1.60 per doz.; No. 18, $2 per doz.; 
No. 24, $2.50 per doz. Delphos Cylin- 


drical feed troughs, $8 per doz. All 
Round drinking fountains, $4.40 per 
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doz.; Mason jar fountain, Star type 
without jar, 80c. per doz.; 1 qt., bot- 
tom fill, $2.50 per -; 2 qt., $3.15 
per doz.; 4 qt., $3.7 er doz. Leg 
bands, American + shag 3.10 per thou- 
sand; aluminum leg” bands, $3 per 
thousand; Mediterranean, $2. 85 per 
thousand. 


RANGE BOILERS.—Prices have ad- 
vanced approximately 12% per cent. 
Jobbers quote range boilers f.o.b. Cleve- 
land: 30-gal. Standard, $6.95; 40-gal. 
Standard, $8.75; 30-gal. extra heavy, 
$8.25; 40-gal. extra heavy, $10.50. 


ROLLER SKATES.—These are still in 
| very good demand. 
| We quote from _ jobbers’ 
f.o.b. Cleveland: . 
Union skates, Nos. 4 and 5, $1.42 
per pair; No. 6, $1.55 per pair; No. 3, 
ball bearing, 85c. per pair. 
ROPE.—Present prices will remain in 
effect until May 1, but some look for a 
reduction on that date owing to the 
lower, price of fiber. The demand is 
fair. 


Cleveland jobbers quote best grade 
of manila rope at 26%c. per Ib. for 
factory shipment and 27c. per Ib. for 
stock shipment. Sisal rope 18c. per 
lb. factory and 18%c. for shipment 
from stock. 


SCREEN DOOR GUARDS.—This item 
is active at this season. 


Cleveland jobbers quote Donley 
screen door guards in standard size 
at $6 per doz. sets, three in a set. 


SLEDS.—Although prices have been 
named, few retailers are ready to place 
orders for fall shipment. 


Cleveland jobbers quote sleds as 
follows: Flexible Flyers, 33% per cent 


stocks, 
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off list f.o.b. Cleveland, and 35 per 
cent off list f.o.b. Factory. Lightning 
Guider, 32-in., $12.50 per doz.; 34-in., 
$14.25 per doz.; 36-in., $16. 35 per 
doz; 40-in., $18.40 per doz.; 45-in., 
$22.25 per ars - 58-in., $26.15 per doz. 


STEEL SHEETS.—There is a fair de- 
mand for galvanized sheets and prices 
are unchanged. 


We quote from jobbers’ 
f.o.b. Cleveland. 

Galvanized sheets, 28 gage, $5.10 
per 100 Ib. 


STOVES.—Gas ranges are in good de- 
mand, but jobbers are finding it difficult 
to sell either cooking or heating stoves 
for fall delivery. Manufacturers claim 
there will be no reduction in prices 
this season. 


STOVE ACCESSORIES.—While some 
orders are being booked, the demand is 
not active. 


Jobbers quote f.o.b. factory: Stove 
pipe in crates of 25 lengths, Security 
blued 28 gage 3-in., 85; 4-in., $3; 
5-in., $3.46; 7-in., $4.0 5. 

Elbows, Security blued, corrugated, 
28 gage, ‘, in., $1.02; 4 in., $1.14; 5 
in., $1.25; 6 in., $1.38; 7 in., "$1.88; all 
per dozen. 

Stove boards in full box lots, paper 
lined, square, 26 in., $7.35 per doz.; 
28 in., $8.30; 30 in., $9.70; 32 in., 
$11.45; same, wood lined, 24 in., 
$11.20 per doz.; 26 in., $13.25; 
$15.50; 30 in., $18, and 33 in., $21.30; 
oblong, wood lined, 18 x 24 in., $9.95 
a doz.; 18 x 30 in., $12.50; 20 x 30 

$15.10; 24 x 26 in., $16.65; oblong 
paper lined, 18 x 24 in., $6.45; 18 x 30 
in., $8; 20 x 30 in., $9.45; 24 x 36 in., 
$10.10. 

Coal hods, galvanized, 17-in., $4.75 
per doz., for open models; 18-in., 
$5.30 per doz.; 17-in., closed with 


stocks, 





funnel, $6 per doz. 


Does Service Help Sales?—Ask Bill 


‘é : 
FS BOOSTING MX AYTO 


T ACCESSORIES SALES— 2 


> AN I'M GOING TO TRY IT =| 
~S OVI NES sir! 





7 BY THE WAY LT NOTICED THAT 

FNOU DIDN'T HAVE A REAR 

Z'STOP” SIGNAL— L “THOUGHT 
You MIGHT LIKE “To 


WRAP THAT 
OP WITH 
THE TiR 





Reading 


Seeeeeeeee 


AW —-HERE COMES A=) 
CAR WITH A FLAT E& 
— TIRE-MANBE MY FREE AIR 


es 
oa 













NOW WATCH ME GET BUSY! 























: a LONG TRIP 
BS NEXT WEEK- Youll HE Hus 
NEED A THERMOS 5) *S BEEN 












a 


BOTTLE Etc, Jo7 WAN TUN 
ONE OF 


fax THOSE, 
- wRap 
















YN 


¢ 





grte: 


Je 











Ss C\F You want XouR “TrRES! 








matter continued on page 64 


Tot 


TO STAND UP NOU MUSTA 


> WATCH THE AIR PRESSURE 2 
SERVICE WONT MAKE 4 AIT) 11'S ECONOMY TO BOY A 
4. GAGE- 





\F YOU'LL WUSy 


7 aN STEP INSIDE 


= 


WY, 


—————— 


EO — 









—HATDLARE 


Te 





HA-HA- MAYBE A LITTLE 
SERVICE DOESNT WELP 
SALES 


J * 
a a 




















April 29, 1926 HARDWARE AGE 63 








he fastest-moving specialty 
in the paint trade today! 


—with a new feature selling it still faster 


HAT has put Barreled Sunlight on the 
counters of 6000 dealers—and satisfac- 
torily moved it off those counters? 

Unique quality due to several exclusive 
features. And now another strong feature has 





By simply mixing Bar- 











been added. reled Sunlight Tinting 
: , Colors with Barreled 
You still sell Barreled Sunlight as a beau- Sunlight, your cus- 
tiful, lustrous white paint, costing less than rman Sere pie walling 
= y : great variety of beau- 
enamel and covering better. You still sell it for tiful, delicate tints for 
. . ae —7 interior painting. The ? 
its resistance to yellowing its ease of applica coluneéunameniiaiid: : 
tion—and its washability. blending easily and 4 
quickly with Barreled 
But now you can also offer a new, easy way Sunlight. 
of tinting Barreled Sunlight any desired shade 
—with the new Barreled Sunlight Tinting \ 
Colors, in handy tubes. 


y y vy 

A large proportion of our 6000 dealers already have { 
these Tinting Tubes and report immediately increased 

sales—because this idea opens every interior paint- 
ing job to Barreled Sunlight. 


National advertising in current magazines is pre- 
senting this new feature to your customers and pros- 











pects. Better be ready for business! See coupon below. TueRiceProcessWHITE 7 
U. S. GUTTA PERCHA PAINT CO. SP: Sarcche” a 
Factory and Main Offices | = ele 
7 Dudley Street, Providence, R. I. “WSryrlvahfk:: 
New York—350 Madison Ave. we 


' a | 
Chicago—659 Washington Blvd. ney PTTL NY 

San Francisco—156 Eddy Street GHB S Ry 
Distributors in all principal cities 











U. S. GUTTA PERCHA PAINT CO. 
rr 7 Dudley Street, Providence, R. I. 
a = e Please send me Barreled Sunlight dealer proposition with the 
Reg. U. S. Pat, Off. new tinting feature added. 
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Pittsburgh Demand Shows Improvement with 
the Advent of More Seasonable Weather 


T last it is possible to report better weather and with it better 
The past few days have seen a 

notable quickening in the demand for seasonal merchandise 
and there is a great deal more cheerfulness in the trade than there 
has been before in several weeks. 
the event that normal temperatures are reasonably permanent be- 
cause with retail business slow, there has not been much tendency 
to prepare for activity. A lively market now may be expected in 
garden and lawn tools, screen doors and windows and paints and 
practically everything else in hardware that is associated with out- 
It is possible, of course, that some business, as for in- 
stance in fencing, may be permanently lost for this year, but on 
the whole the trade is disposed to believe that a good deal of busi- 
ness has been dammed up that now is likely to be released. No im- 
portant price changes are reported and no improvement in collec- 


business in hardware. 


door work. 


tions is seen in this area. 


AUTOMOBILE ACCESSORIES. 
—Good weather has not been here 
here long enough for the dealers in 
this territory to as yet experience any 
appreciable gain in business. The 
feeling, however, is that heavier de- 
mand is not far off. 


Prices from jobbers’ stocks, f.o.b. 
Pittsburgh, follow: 

Spark Plugs.—A. C. plugs, lots of 
less than 10, 65c. each; lots of 10 to 
49, 58c.; lots of 50 to 99, 55c.; lots of 
100 to 200, 57c.; lots of 300 or more, 
47c.; A. Cc. a al No. 1075, for Furd 
cars, lots of less than 10, 49c.; lots 
of 10 to 49, 44c.; lots of 50 to 99, 42c.; 
lots of 100 to 200, 39c.; lots of 300 or 
more, 37c. 

Motor Meters.—Standard makes, 
lots of less than 10, 30 per cent off 
list; lots of 10 to 19, 35 per cent off 
list; lots of 20 or more, 40 per cent 
off list. 

Horns.—Spartons, single lots, 33% 

per cent off list; $60 list and over, 
40 per cent off list; $90 list and over, 
40 and 5 off list. 

Windshield Cleaners.—tTrico, uni- 
versal automatic cleaners, $3.25 each. 

Jacks.—Millers Falls, No. 145, $3.75 
each. 

Pumps.—Anthony line, $2.20 each. 

Chains.—Single pairs, 30 per cent 
off list; lots of 10 to 50 pairs, 35 per 
cent off list; lots of 50 pairs and over 
40 per cent off list. 


AUTOMOBILE TIRES AND TUBES. 
—Tires and tubes handled by the hard- 
ware trade have done remarkably well 
this year and repeat and fill-in orders 
are coming along very steadily. Manu- 
facturers are guaranteeing prices 
against decline to the first of July and 
without any uncertainty as to prices, 
retailers feel safe in carrying fairly 
large stocks. 

Dealers’ prices on tires and tubes 
handled by hardware dealers follow: 

Fabric Tires 


Size Fabric Tubes 
Non-Skid Grey 
30x 3 Cl $7.80 $1.80 
30x 3% Cl 8.90 2.05 
Cord Tires 
lieavyv 


Regular Duty Grey Tan 
ord Cord Tubes Tubes 


30 x3 Cl $9.75 $1.80 $2.35 
30 x 3% Cl $9.95 12.65 2.05 2.50 
30x3%5.S. 11.85 15.75 

32x 3% S.S. 17.30 2.45 3.00 
31x 4858.58. 15.50 18.70 3.00 3.70 


(Pittsburgh office of HARDWARE AGE) 


Many goods will be required in 


—— 





Heavy 
Size Cord Cord Tubes Tubes 
Regular Duty Grey Tan 
32x 4S.S. 17.15 21.40 3.20 3.75 
33x 458.8. 17.75 22.05 3.25 3.80 
34x4S5.S. 18.50 22.75 3.30 4.00 
32x4%S58.58. 28.10 4.30 
33x 4% 8.58. 28.90 4.40 
Heavy 
Regular Duty Grey Tan 
Size Cord Cord Tubes Tubes 
34x 4% S5S.S. 29.55 4.60 
35x 4% S.S. 30.40 4.65 
36x 4% 58.58. 31.20 4.85 
33 x 5 S.S. 37.60 5.65 
35x5S.8S 39.00 6.05 
Truck Cords 
Size Tan Tubes 
32x4% $35.50 $4.30 
33 x 4% 36.25 4.40 
34x4% 37.15 4.60 
30 x 5 42.00 5.15 
33 x5 45.30 5.65 
34x 5 46.45 5.75 
35x 5 47.60 6.05 
32x 6 71.85 9.65 
36 x 6 79.85 10.90 
34 x7 106.05 13.25 
38 x7 118.00 14.75 
40x 8 152.50 17.75 


Balloon Tires ; 


To fit 20 in., 21 in., 22 in., 23 in. Rims. 
Grey 


Size Ply Casings Tubes 
29 x 4.40-21 in 4 $13.85 $2.95 
29 x 4.75-20 in 4 17.90 3.55 
30 x 4.75-21 in 4 18.65 3.70 
29 x 4.95-20 in 4 20.50 3.70 
30 x 4.95-21 in 4 21.15 3.75 
31 x 4.95-22 in 4 21.80 3.80 
30 x 5.25-20 in 4 23.45 4.00 
31 x 5.25-21 in 4 24.15 4.10 
30 x 5.77-20 in. 6 30.85 4.70 
32 x 5.77-22 in 6 32.80 4.85 
33 x 5.77-23 in. 6 34.85 4.90 
33 x 6.00-21 in. 6 32.80 5.70 
32 x 6.20-20 in. 6 35.50 6.25 
33 x 6.20-21 in. 6 37.05 6.55 
33 x 6. 75-21 in. 6 40.85 6.70 
34 x 7.30-20 in. 6 46.25 7.60 


AWNING HARDWARE.—Putting up 
awnings is beginning to get under way 
and there is an increase in demand 
for the hardware. Jobbers quote: 
Eve ends, ™ in., $5 per 100; % in., 


$8 clamps, % in., $6.50 per 100; % in., 
$8; hinges, $3.50 per 100. 


BARROWS.—A _ better movement of 
the various types of wheelbarrows is 
reported here with the advent of more 


seasonable weather. Jobbers quote: 


Tubular, $6.25 to $9.50; concrete or 
mortar, $5.75 to $6.75; steel tray, $4 








to $4.25; railroad, $2; garden, 4 to 
$7.50. 
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BATTERIES.—Demand is steady al- 
though sales are in somewhat smaller 
volume than was recently the case. 


Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 


Broken Unit 
Packages Packages 

a De osvecunsvouns $1.05 $0.97 
i Me .vc.sdcedh tent 1.22 1.14 
ann iy @ mde mcies 1.32 1.22 
| Or ee 1.40 1.30 
Dk Mi sxcevaenenews 2.62 44 
Mn? 246 ¢6sbe see Se 2.62 2.44 
OT eee 3.33 3.00 
Ph i 2 in vawiwehe ui .42 .39 
8 REE .40 .35 


No. 6 dry cells, ignition type, unit 
packages, 32c. each; broken, 36c. 

Flashlight.—No. 935, 9%c. each; 
No. 950, rds Hy No. 790, 22c.; No. 
ay 21%c.; No. 750, 18¢c.; No. 751, 


Hot Shot.—No.1461, $1.70; No. 1662, 
$2.35. 


BASEBALL GOODS.—Weather finally 
is favorable for baseball and as a re- 
sult baseball bats, gloves and other 
paraphernalia are moving with a good 
deal of freedom. 


BOLTS, NUTS AND RIVETS.—Job- 
bers here are beginning to wonder if 
reports about a good bolt, nut and rivet 
business are altogether correct because 
lately a good many salesmen have been 
around looking for orders. Jobbers do 
not feel that they have to carry as 
large stocks as in former years be- 
cause the manufacturers are making 
shipments so promptly against orders. 
We gate out of jobbers’ stocks as 
follows 


Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off “4 nuts, hot 
pressed, square, tapped, in 5-lb. boxes, 
%-in., 316 per 100; 5/16- in., $14; 3% - 
in., $il; 14-in., $10; %-in., $10; % -in. - 
$8; %-in., $7.50; rivets, small oe 
and tinners, 60 per cent off list 


COASTER WAGON olla here 
report a considerable gain in their 
orders in the last few weeks. They 


quote: 
Sherwood line,* with steel disk 
wheels; No. 20 ea.; No. 32, 


$5.65; No. 34, $6.25; No. 38, $7.00. 


CLOTHES LINE AND POSTS.—Metal 
clothes line and posts are good with 
jobbers in this territory. They quote: 


No. 9 galvanized steel wire clothes 
line, $4 per doz. rolls of 100 ft.; cop- 
per weld, $ 7 steel clothes posts, No. 

eac 


CONDUCTOR PIPE.—There has been 
an improvement in business with the 
arrival of favorable weather, but there 
is still room for more improvement. 
Jobbers quote: 


Galvanized, 3-in., No. 28 gage, $5.35 
per 100 ft.; copper, 16-oz., 3-in., $23.75 
per 100 ft. in lots of 100 ft. or more; 
small lots higher. 


GALVANIZED HARDWARE CLOTH. 
—Very steady movement from jobbers’ 
stocks is noted here. Jobbers quote: 


24 to 48 in. widths, %-in. mesh, 
$4.25 per 100 sq. ft.; %-in. mesh, 
$4.50; %-in. mesh, $4.75. 
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LANCASTER 


Tires will do all a good 
tire can do, because they 
are built of the best ma- 
terials by expert work- 
men. The tire merchant 
who sells Lancasters de- 
livers satisfaction to his 
customers, for no better 
tires can be made. 





























The satisfaction means 
a steady growth in busi- 
ness and prestige for the 
Lancaster merchant, with 
fair profits on a quality 
article at a fair price. 





Dealers who 
appreciate these 
advantages are 
invited to write 
for terms. 


The 
Lancaster Tire 
and Rubber 
Co. 


Established 1915 
Columbus, Ohio 


Southern Headquarters 
375 Peachtree St., 
Atlanta, Ga. 
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GALVANIZED WARE.—Seasonably 
good business is reported by local 
jobbers. They quote: 


Washtubs.—With wringer attach- 
ment, No. 22, $8.50 per doz.; No. 23, 
$10; without wringer attachments, 
No. 2, $7.75; No. 3, $9. 

Paiis.—Water, 12-qt., $2.65 per doz.; 
14-qt., $3; fire, 12-qt., 
14-qt., $10; chamber, 10-qt., $7.20; 
12-qt., $8; well buckets, 10-qt., $4.50. 

Refrigerator Pans.—No. 2, $4.50 per 
doz.; No. 3, $6; No. 4, $7.50 

Garba e Cans. —Cans with lids, Se- 
cuetty. io. 1, $3 each; No. 2, ‘$ .50; 

$4: He reules, No. 171, $3; No. 
aL, $3. No. 191, $3.60. 
GARDEN IMPLEMENTS.—Business 
is good and the outlook is for further 
improvement as weather now is favor- 
able for garden work. Jobbers quote: 

Tools.—Manure forks, first quality 
long handled, $15.25 per doz.; bowed 
garden rakes, 14-tooth, $9 per doz. ; 
spading forks, $10.80 to $21 per doz.; 


s1F 7 forks, 3-tine, first quality, 
‘Y ver doz.; German hoes, No. 


wee 
6 
3 
® 
be 
sg 


$7.20 per doz. 
pag —In 250-ft. reels, %-in., 10c. 
per ft.; %-in., 10\%c.; %-in., 1llc.; in 
50-ft. le ngths, _s er ft. higher; 
Gem spray nozzle Ss, a doz. 
Sprinkling Cans. FF -qt., re per doz.; 


§-qt., $6.60; 8-qt., re. 50; 2 -» $8.10; 
12-qt., $10; 16-at., $12.6 

Hose Reels. — vie 9g * $1. 75 each; 
No. 2, $2.60; Reeleasy, $1.35. 


HOUSECLEANING SUPPLIES— 
Lively interest in the articles necessary 
for spring housecleaning still is ob- 


served. Jobbers quote: 

Mops.—O-Cedar, 33% per cent off 
list; Star cotton, 20-o0z., $7 per doz.; 
24-oz., $8.40; 30-oz., $10.80. 

Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 ag , $6; 14 x 18 in. 
$7.50; 15 x 20, $9. 

AM Bak = Enon paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; 8-lb. cans, $6; Old English, 
l-lb. cans, soi 2-1b. cans, $1.70; 4- 
Ib. cans, liquid. wax, Johnson, 
pints, 75¢. me, $1.40; Old ‘English, 
pints, 75e.; quarts, $1. 40. Dealers’ 
ay 33% per cent. 

Sponges. — According to size and 
aie $2 to $9 per doz. 

Wall Cleaners.—Smoky City and 
Climax, $1 per doz. cans; Perfect 
plaint cleaner, $3 per doz. 

Step Ladders.—Standard full rodded 
ladders, 28c. per ft., extra 46c. per ft. 


ICE CREAM FREEZERS.—Local job- 
bers have yet to experience a really | 
good demand for freezers. Warm 


weather is needed to help sales. 

Alasks Freezers.—-l1-qt., $2.95 each; 
2-qt., $3.45 each; 3-qt., $4.10 each; 
4-qt., $5 each; 6-qt., $6.30 each; 8-qt., 
$8.20 each; 10-qt., $10.75 each; 12-qt., 
$14 each; 15-qt., $17 each, and 20-qt., 
$21.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—1-qt., 
$3.35 each; 2-qt., $3.90 each; 3-qat., 
$4.65 each; 4-qt., $5.70 each; 6-qt., 
$7.25 each; 8-qt., $9.35 each; 10-qt., 
$12.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2-at., 
$5.65 each; 3-qt., $6.75 each; 4-qt., 
$8.25 each; 6-qt., $10.45 each; 8-qt., 
$13.50 each, and 10-qt., $18 each. 
These are list prices and are sub- 
ject to a dealers’ discount of 50 per 
cent. 

re. —Il-qt., $4.65 each; 2-qat., 
$5. 8-qt., $6.50; 4-qt., $8: 6-qt., 
$10: y $13: 10- -qt., $17: subject to 
a discount of 55 and 7% per cent. 

Lightning.—1-qt., $4.65 each: 2-qt., 
$5.50; 3-qt., $5.60; 6. -qt., $8; 6-qt., $10; 
8-qt., $13; 10-at., $17; 12-qt., $21; sub- 
ject to a discount of 55 per cent. 

Arctic.—1-at., $4 each; 2-qt., $4.60: 
3-qt., $555: 4-qt., $6.80; 6-qt., $8.60: 
S-qt., $11.10: subject toa discount of 
50 per cent. 


LAWN SUPPLIES.—Retailers  evi- 
dently have not yet begun to move 
mowers with any great freedom be- 
cause demands upon jobbers are rather 
slow. Rollers are selling steadily and 
so also are shears. Jobbers quote: 
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Mowers. — Plain bearing, 8-in. 
wheels, 12-in., $5 each; 14-in., $5.25; 
ball bearing, 9-in. wheels, 14-in. 
$7.75; 16-in., $8; supreme ball bearing, 
10-in. wheels, 14-in., $10.75; 16-in., 
$11.25; 18-in., $12. 

Mower Oil Cans.—Tinned, straight 
or bent spouts, $1 per doz.; copper 
plated straight or bent spouts, $1.50 


per doz. 
Rollers. ae : size, $8.50 each; No. 
4, $10; No $12 50: No. 7, $15. 


Hedge ‘Shears. — Western, §8-in 
$1.25 per pair; 9-in., $1.40; 10- -in.. 
$1.60; Disston, 8-in., $1.75; 9-in., $1.90; 
10-in., $2; ladies’ shears, Western, 
85c. Disston, $1.10. 

MILK CANS.—This line is seasonally 
active. 

Prices out of jobbers’ stocks fol- 
low: Security line: (Sunken covers) 
Cleveland, No. 620, $3.60 each: No. 

5; No. 740, $4.50; Tigers, No. 
620, $3.20; No. 632, $4.10; No. 640, 
$4.45; No. 732, $4.20; No. 740, $4.50; 
Ohio, No. 620, $2.80; No. 632, $3.30; 
No. 640, $3.40: No. 732, $3.45; No. 
740, $3.55 Pittsburgh pattern, $2.70 
—. Umbrella covers 15c. per can 
extra. 


ORNAMENTAL FENCE.—This line is 
finding good sale in this part of the 
country. Jobbers quote: 


Cyclone lawn fence, LX, 36-in., 
$7.25 per 100 lineal ft.: 42-in., $8.25: 
gates, 36 in. x 36 in., $2.70 each. 


PAINTING SUPPLIES.—Turpentine 
has dropped 7c. per gal. since a week 
ago. Oil is slightly firmer. No change 
is noted in lead prices except that in 
lots of a ton or more the extra discount 


is 4 per cent instead of 2 per cent as 


formerly. The more common report 
about business is that it could be 
better. 

Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
white lead, 15%c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
lb. or more and an extra 4 per cent 
less in lots of a ton or more; turpen- 
tine, $1.10 per gal. in barrel lots; 
raw linseed oil, 12.2c. per Ib. in. bar- 
rel lots. 

POULTRY NETTING.—Demand is 
more remarkable for its steadiness 
than its size. Prices show no change 
and the discount from jobbers’ stocks 
remains at 50, 10 and 10 per cent on 
galvanized netting before weaving and 


50 and 10 per cent after weaving. 


ROOT BEER BOTTLES.—Interest in 
bottles and other requirements for 
putting up root beer is growing. Job- 
bers quote: 


Quarts, $9.50 per gross; caps 20c. to 
22c. per gross; stoppers, $2.25 per 
doz.; cappers, $10.50 per doz. 


SCREEN DOORS AND WINDOWS.— 
Demand for these lines is very much 
better than it has been before this 
spring. Jobbers quote: 
Doors.—Standard makes, 2 ft. 8 in. 
x 6 ft. 8 in. plain walnut stain, $18 
per doz.; varnished natural colors, 
$24.25. 
Windows.—Hardwood oiled frame, 
No. 1233, 12-mesh black wire cloth, 
$3.40 per doz.; No. 1533, $3.85; No. 
1833, $4.20; No. 2433, $5; No. 2437, 
$5. 50: metal frame, 18-in., $5.50; 24- 
_& $6.40. 
SCREEN WIRE CLOTH.—tThere has 
been a good movement of wire cloth 
in spite of unfavorable weather and 
jobbers are looking for some shortage 
in the event that the demand further 
expands as it usually does when really 
warm weather arrives. Jobbers quote: 
Black, 12 mesh, $1.80 to $1.90 per 
100 sq. ft. Opal, 12 mesh, $2.25. 
Apex, 12 mesh, $2.25. Bronze, 14 
mesh, 5. 


SHEET METAL.—The demand for 
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both copper and zinc is a little more 
active than it has been due to more 
favorable weather for construction 
work. 


We quote sheet copper at 22%c. per 
lb. from jobbers stocks in lots of 
300 lb. or more and 26%c. per Ib. in 
single sheets; sheet zinc, 13.55c. per 
lb. in loose sheets; 12.55c. in 100 Ib. 
casks; 12.30c. in 300 lb. casks, and 
11.80c. in 600 lb. casks. 


SHEET STEEL.—Irregularity and 
weakness in mill prices of sheet steel 
have not disturbed the jobbing market 
which is steady at recent levels and 
actually showing a little more activity 
than it did recently. 


Prices out of Pittsburgh jobbers’ 
stocks: Galv. flat, No. 28 gage, $5.60 
base per 100 Ilb.; corrugated No. 28 
gage, 2%-in., $4.74 per square; one 
pass cold rolled black, No. 28 gage, 
$4.35 base. per 100 lb. Armco ingot 
iron galvanized flat, No. 28 gage, 
$6.25; Toncan metal galvanized flat, 
No. °28, gage, $6.35; all for lots of one 
to nine bundles. 


SOLDER.—The prices are higher in 
this market with half and half now 
quoted at 404c. per lb. out of jobbers’ 
stock. 

SWINGS.—Greater interest is noted in 
both lawn and porch swings and parts 
also are coming with little more free- 
dom than recently. Jobbers quote: 


Lawn, $8 each; porch, hardwood, 4- 
ft., $6 to $8 each; 5-fts, $7 to $10; 
6-ft., $8 to $12; springs, 30c. to 40c. 
per pair: chains, 45c. to 80c. per set 
and $1. 85 to $2. 25 per 100 ft. 


VELOCIPEDES. — ‘Velocipedes are 
proving quite popular with youngsters 
these days and jobbers’ report very 
good sales. They quote: 


Common types, steel tire, $2 to 
$3 each; rubber tire, $2.75 to $3.90; 
extra heavy, rubber tire, $5 to $6; 
Columbia No. 41, $9; No. 42, $11.25: 
No. 43, $13. 50. 


WINDOW GLASS.—Demand is rather 
slow and competition for business is so 
sharp.that regular quotations are not 
very representative of actual sales. 
Discounts to retailers follow: 

Single strength, A and B, 84 per 
cent off list; double strength, A, 84 
wf cent off list; B, 86 per cent off 

WIRE PRODUCT S.—Fence wire 
barbed wire and the various kinds of 
fence are all moving very steadily but 
there is still room for improvement in 
the volume of sales. Nails are not yet 
moving with real freedom. 

We quote from Pittsburgh jobbers’ 
stocks: 

Fence Wire: 


(per 100 Ib.) Annealed Galvanized 


No. a. to 9 gage...... $2.75 $3 40 
SEY wik6.6 ae eke 66668 3.00 3.45 
No. i OPE ee 3.40 
DE <netealk shin eae’ 3.10 3.60 
a”  <cceteuksesbwaes 3.20 3.75 
SE, Ee re 3.05 
i ee 4.25 
DEE chbdugdedédeetun 3.70 1.45 
Barbed wire (per 80-rod spool): 
Pe Oe tcc asatweckneeree $2.93 
Pe Sci sckeeceSuaksecabesses weet 
CC Ss “cwctsen ws eaactews 3.13 
DO: Mn 6 sibs beebueechec-wune's 3.39 
2-point cattle (special).......... 2.23 
Field: Woven wire fence (per 100 
rods): 
0 SS eee ee eee $39.00 
ge Pe a rere > eae 54.75 
Poultry 
Me: Whelan s once knw bWaaes vas $35.60 
ee a or aan ee 43.00 
Se SE. Wt ew vk e'ncces Rewadéuek 48.50 
Steel Fence Posts: 
SR Sr re er perro 50c. each 
TOE ve vescstestoseevensees spine Gna 
Rr ee ee aye: 65c. each 
, Bright nails base per keg, $2.90 to 
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SCOUT DAVID M. LARRABEE of 
Troop No. 6, Williamsport, Pa., Tied 
Many of the Rope Knots Shown in this 


Illustration— 





E frequently hear of dealers who are particu- 
larly catering to the Boy Scout trade. They 
are cultivating the friendship. confidence and 


good will of their local scout masters and troops to 


excellent advantage. 


These boys are to be found in almost any locality, 
citizens in the making ; boys who will shortly come into 
manhood with an intimate knowledge of and desire 
for many of the items of merchandise you regularly 
carry in stock. As scouts, their trade is of no small 
amount once you get them in the habit of looking upon 
vour store as headquarters for their needs. 


Scout craft embraces the tying of knots and rope splic- 
ing so necessary in their varied activities of camp and 
outdoor life. The dealer handling Plymouth Manila 
Rope has a most simple and effective means for estab- 
lishing and maintaining a friendly contact with these 
boys. You can enlist their interest in your store 
through frequent Plymouth Rope. Window Displays, 
‘Rope Knot contests, etc., and also by distributing 
among them free copies of our little booklet, “Useful 
Knots and How to Tie Them.” 


Get the boys into the habit of using Plymouth Manila 
Rope and in appreciating the dependability of good 
cordage. 


PLYMOUTH CORDAGE COMPANY 


NORTH PLYMOUTH, MASS. WELLAND, CANADA 


PLY MOUTH sicclan Pee 
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Weather Still Hampers Trade in Chicago— 


Staple Items Active—Prices Firm 


(Chicago office of HARDWARE AGE) 


USINESS is spotted and irregular. Continued cold weather 
and bad roads are still holding the retail trade back in most 
sections, although there are a few reports indicating that 

some dealers are making a very creditable showing. These condi- 
tions surrounding the retailers is naturally reflected In the amount 
of business being placed with the wholesalers whose sales are fall- 
ing somewhat behind the same time last year. 

Spring merchandise particularly is lagging, but it is optimistically 
felt that a few days of seasonable warmer weather will do much in 
stimulating trade. Staple items, especially builders’ hardware and 


field fence, are, on the other hand, 


in very active demand. 


Prices are remaining firm and unchanged, the only exception be- 
ing turpentine, which dropped off 5 cents this week. 

Uncertainty of labor conditions is causing a rather sharp falling 
off in the number of new building permits being issued. While the 
operating capacity of the steel mills in the Chicago district con- 
tinues high with a fair amount of new tonnage being booked, there 


is some slackening in buying. 
Collections are good. 


AUTOMOBILE ACCESSORIES. 
—Business is gradually increasing. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 50c. each; 
regular, 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 
each: A. C. Titan, 58c. each; lots of 
—, 'b6c. A. G ‘Special Ford, 44c. 
ea 

Spot Light.—Anderson, No. 328, 


6.50. 
’ Horn.—A. A. Electric (Ford), $4 
each. 

Jacks.—National Standard No. 21, 
$1.20 each. 

1” on —Rose, 1%-in. cylinder, 


tee. —Non-skid, dozen pair lots, 
33% per cent discount. 

Tires and Tubes.—30 x 3%, oversize 
cord tires, $12.55 each; regular cord, 
$8.60 each; gray inner tubes, 30 x 
3%, $1.80 each; red inner tubes, 30 x 
3%, $2.25 each. 


BOLTS AND NUTS.—Prices are firm 
and there is a steady volume of orders. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 
per cent discount; machine bolts, 
cut thread, 50-5 per cent discount; 
small machine bolts, rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—There is 
an excellent demand and prices remain 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, $2.70 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3.66 
per doz. pair; heavy steel bevel in- 
side sets, $6.25 per doz.; steel bit- 
keyed front door sets, $1.65 per set; 
wrought brass bit-keyed, front door 
sets, $3.25 per set; cylinder front 
door sets, $7.50 per set. 


CHAINS.—Business is satisfactory and 


prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: *%-in. proof. coil 
chains, $8.50 per 100-lb.: Tenso, Bull 
Dog and Brown coil chains, 6-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 








COPPER RIVETS AND BURRS.— 
There is a steady volume of business 
being placed. No change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 45 per cent discount. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales are reasonably good and 
prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage single bead 
lap joint gutter, 5-in., $4.50 per 100 
ft.; corrugated conductor pipe, 3-in., 
$4.80 per 100 ft.; plain ridge roll, 
1%-in., $4.00 per 100 ft.; : corrugated 
conductor elbows, 3-in., $1.51 doz. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—Sales are holding up 
nicely. No change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Electrical Merchandise. —No 14 
rubber-covered wire, $7.50 per 1000 
ft.; in 1000-ft. lots, $7.25; No. 18 
lamp cords, $14.25 per 1000 ft.; in 
1000-ft. lots, 13.65; %-in. brush 
brass key sockets, 18¢. each; two- 
way plugs, 45c. each; in lots of 10, 
40c. each; two-piece attachment 
plugs, 12c. each; dry cells, boxes of 
50, 32c. each; less than case lots, 
36c. each. 

Radio Supplies.—Radio B ba ae by 
No. 766, $1.40 each; No. $2. 62 
each: No. 770, $3. 33 each; ‘No. 772, 
$2.62 each; No. 486, $3.85 each. 

Battery Chargers.—Apco line, lots 
of less than 10, $13.50 each, net. 

Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 per 


cent. 


FIELD FENCE.—The demand is very 
active and shows a steady increase. 
We quote from jobbers’ stocks, 

f.o.b. Chicago: 726-6-12%, $28.68 per 
100 rods; 184-6-14%, $43.62 per 100 
rods, 

FILES.—Prices are firm and the de- 

mand is normal. 


We aquote from jobbers’ _ stocks. 
f.o.b. Chicago:. American files, 60-10 
per cent off list: Nicholson files. 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


FISHING TACKLE.—A very respect- 
able volume of spring business is de- 
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veloping already and an exceptionally 
good season is anticipated. 


GALVANIZED WIRE.—Conditions are 
unchanged. Retailers are asking for 
leader prices, while the jobbers’ stocks 
of pails are running low. With the 
inroads of the “wet-wash” and wash- 
ing machines displacing tubs, the 
supply of tubs is over-abundant. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after made tubs, No. 1, $6.40; No. 2, 
$7.20; No. 3, $8.40; 10-qt. galvanized 
after made pail, $2.25; 12-qt., $2.45; 
14-qt., 2.75; 5-gal. galvanized oil 
cans, gaivanized breast, $7.50 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Sales are rather slow at this 
time. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., 12%c. 
per ft.; %-in., 14%c. per ft.; 5-ply, 
good quality, wrapped, %-in., 9c. 
per ft.; %-in., 11%c. per ft. Lawn 
sprinklers, Rail King, $28 doz.; orig- 
inal fountain sprinklers, $8 doz.; 
Rainbow, 38-in. high, $24 doz. 


GLASS AND PUTTY.—The demand is 
very spotted just now. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 85 per cent discount; 
single strength A, 34 to 40-in. brack- 
et, 82 per cent discount; single 
strength A, all other brackets, 81 per 
cent discount; double strength A, all 
sizes, 82 per cent discount; double 
strength B, up to 4 in., 87 per cent 
discount; balance, 85 per cent. Putty, 
pure grades, $3.75 per 100 lb. com- 
mercial, $3.40 per 100 Ib. 


HATCHETS.—Prices are firm and the 
demand good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first qual- 
ity hatchets, No. 2 broad, $16.40 doz.; 
medium quality hatchets, No. 
shingling, $8.00 doz.; medium quality 
hatchets, No. 2, broad, $12.50 doz. 


HANDLED HAMMERS.—The demand 
is actively good and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: ty quality. 16-0z. 
nail hammers, $12.00 doz.; Maydole, 
$12.60 doz.; 16-oz. machinist ham- 
mers, first ‘quality, $9.20 doz.; Com- 
petitive grade, 16-o0z. nail hammers, 
$6.00 to $8.00. 


HANDLES, AGRICULTURAL.—Sales 
are heavy and prices are without 
change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight, 
checked and bored, best grade, 4%- 
ft.; $4.50 doz.; 65- ft., $5.50 doz.; XX, 
414-ft., $4 doz. : 5- -ft., $4.80 doz.; x 
414-ft., $2.40 doz.: ; 5-ft., $2.80 doz. 

Hay Fork Handles. —Bent chucked 
and bored, best grade, with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX bent, with — 
ferrule and cap, 4-ft., $5. 50 doz. ; - 

$5.75 doz.; on bent 4%%-ft., $420 
aR. §-ft.; $5.50 doz. ; xX, bent, 4%- 
ft., $3 doz.: 5-ft., $3.40 doz. 

Manure Fork Handles.—Bent, best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.; XX, bent, 4-ft., $4.15 doz. ; 4% - 
x. $4.40 oo; 5 pent, 4-ft., $2.60 doz.;: 


Garden Hoe Readies: — 4%-ft., 
$3.45 doz.; 4144-ft., $2.40 doz 

Garden Rake Handles.—xx 5%- 
ft., $5.25 doz.; X, 5%-ft., $3. 25 doz. 

Shovel Handle-. —Regular pattern, 
XX, 4%-ft., $5.90 doz.; X, 4%-ft.. 
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No Of SCREEN AND STORM DOOR SET © 








Natienal 


Spring is here again, but with 
the sunshine and flowers come also 
the flies—germ-carrying flies. 


This is the season of the year 
when Mr. Average House Holder 











: No. 91 
Screen Door Set 





No. 195 


Screen Door Turnbuckle 





Coil Spring 








No. 200 Pull 


National Manufacturing Company 


thinks of protecting his home with 
window and door screens. 


‘Dealers everywhere will be 
called upon to supply hardware 
for these screens and it should be 
the best hardware obtainable. If 
National 


Screen Hardware 


is used it will prove a source of 
satisfaction to both dealers and 
householders. Its distinctive fea- 
tures will be appreciated and in- 
sure peace of mind and protection. 


Our latest catalog is No. 19. 
Do you have it? 





Screen Door Set 
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Screen Hanger 





Sterling, Illinois 
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$3.90 doz.; D “er best grade, $7.95 
doz.; X grade, $6 doz. 

Spade Handies.—D handles. best 
grade, $7.75 doz.; grade, $6 doz. 


HANDLES, TOOL.—Prices are strong 
and orders show a good volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe Handies.—No. 1 Hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 "doz. ; finest selected sec- 
ond growth hic kory, $6.50 doz. 

Hatchet and Hammer Handiles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HINGES.—tThere is a good demand 
and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges, 
in bundles, 4-in., ty .03; 5-in., $1.42; 
6-in., $1.60: 8-in., $2.70; 10- in., $4. 30 
per doz. pairs; extra heavy 3 hinges, 
in bundles, 4-in., $1.56; 5-in., $1.66; 
6-in., $2.08; 8-in., $3.56; 10- in., $5. 10 
per doz. pairs. 


ICE CREAM FREEZERS.—Prices are 
firm and sales are rather backward. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 
1 qt., $4.85 list; 2-qt., $5.65 list; 3-qt., 
$6.75 list; 4- qt., $8. 25~slist; 6-qt., 
$10.45 list; S8-qt., $13.50 list; 10-qt., 
$18 list; 12- -qt., $21.55 list; 15-qt., 
$25.60 list; 20- -qt., $33.20 list; 25-qt., 
$42.60 list; Arctic, 1-qt., $4 1 
$4.60 list; 3-qt., $5.55 list; 4-qt., $6.80 
list; 6-qt., $8 60 list; 8-qt., $11.10 list. 
All the above less 50 per cent dis- 
count, Alaska, 1-qt., $2.95 list; 2-qt., 
$3.45 list; 3-qt., $4.10 list; 4- ry “$3 
list; 6-qt., $6.30 list; 8-qt., $8.2 0 list: 
10-qt., $10.75 list; 12-qt., $14 list; 
15-qt., $17 list; 20-qt., $21. '50 list. A 
discount of 20 and 10 per cent on all 
above prices. 


LAWN MOWERS.—Sales are _ slow, 
due to the lack of seasonable weather. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife; 1ll-in. wheels, $12.35 each; 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each: 16-in., ball bearing, 4-knife, 
9-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 


NAILS.—Sales are improving and 
prices are unchanged. , 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.15 per keg base; cement coated, 
$2.20 per keg base. The extra for 
galvanized nails is now $2 for 1-in. 
and longer, $2.25 for shorter than 
l-in. 


PAINTS AND OILS.—Turpentine 
slides off a little, but sales are good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 92c. 
per gal.; 5-barrel lots, 89c. per gal. 

Linseed Oil.—Boiled, barrel lots, 
95c. per gal.; 5-barrel lots, 92c. per 
gal. 


HARDWARE AGE 


 iapreemtiiaaes lots, $1.15 per 
gal. 

Denatured Alcohol.—Barrel lots, 
45c. per gal.; steel drums extra $6, 
returnable. 

White Lead.—100 lb. kegs, $15.25; 
500-lb. lots less 10 per cent; S-lIb. 
kegs, le 25-lb. kegs, $3.90; 12-Ib. 
kegs, $2. 

Shellac.—(4%-lb. cuts) white, $2.90 
per gal.; orange, $2.60 per gal. 

English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100-lb. 

aed Paste.—Barrel lots, Tec. per 


PYREX WARE.—Sales are fair, with 
some dealers stocking up in anticipa- 
tion of June weddings and anniver- 
saries. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

New Handied Casseroles.—Round 
No. 622, $12 doz.; No. 623, $14 doz.; 
Oval No. 632, $12 doz.; No. 633, $14 
doz. Shallow Oval, No. 642, $12 doz.; 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 doz.; No. 
209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232; $14 doz. 


ROLLER SKATES.—tThere is a good 
active demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1. 40 per pair, for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING AND PAPER.—Orders are 
being placed in a very satisfactory 
volume. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade talc surfaced, 
$2.65 per square; medium talc sur- 
faced, $2 per square; light tale sur- 
faced, $1.20 per square; red rosin 
sheathing, $57 per ton. 


ROPE.—tThere is a good demand and 
prices are unchanged. 


We quote 5 ag jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Standard 
brands, 25%c. per Ib.: No. 2 Manila, 
24l4c. per lb.; No. 1 Sisal, 17%ec. per 
Ib. ; ea 2 Sisal, 16%c. per Ib. 
SASH CORD.—Prices are unchanged 
and sales are rather slow. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$7.75 per doz. hanks: No. 8, $8.85 
per doz. hanks. 


SASH PULLEYS.—The demand is 
fair and prices are firm. 


We quote from jobbers’ stocks. 
f.o.b. Chicago: Common sash pul- 
leys, 50c. doz.; barrels, 54c. doz. 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52c. doz.; 
barrels, 4&8c. doz. 


SCREEN DOORS AND WINDOW 





SCREENS.—The season’s business is 





E hear a great deal these days about local inter- 
ference as applied to radio and everyone who 
owns a radio realizes how disagreeable it can be. 


Local I nr Oe 
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rather slow in getting started, due to 
the cold spring. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Screen Doors: No. 
266, 2-8 x 6-8, $20.35 doz.; No. 296, 2-8 
x 6-8, $24. BB. doz.: No. 311, 2-8 x 6-8, 
$29.20 doz. W indow Screens, No. 
1833, $4.35 doz.; No. 2433, $5.20 doz. 


SCREWS.—Prices are unchanged and 


there is a fair demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 7742-20-10 per cent new list; 
round head blued, 75-20-10 per cent 
new list; flat'- head brass, 75-20-10 per 
cent new list; round head brass, 
72%%-20-10 per cent new list. Jap- 
anned 70-20-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
Prices are very steady and the demand 
active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder, $44 per 100 lb.; medium 45-55 
solder, $43 per 100 lb.; tinner’s 40-60 
solder, $42 per 100 lb.; high speed 
babbitt metal, $20 per 100 lb.; stand- 
ard No. 4 babbitt metal, $13 per 100 


STEEL SHEETS.—Orders are being 
placed in good volume and prices are 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.25 per 100 lb.; 28-gage black 
sheets, $4.25 per 100 Ib. 


WIRE GOODS.—Prices are unchanged 
and a fair volume of business is being 
placed. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.06 per 100 lb.; No. 9 gal- 
vanized plain wire, $3.50 per 100 Ib.; 
Catch weight spool galvanized cattle 
or hog wire, $3.85 per 100 Ib.; 80-rod 
spool galvanized hog wire, $3.34 per 
spool. Polished fence staples, $3.50 
per 100 Ib.; 12-mesh black wire cloth, 
$1.75 per 100 sq. ft.; 12-mesh galva- 
nized wire cloth, $2. 00 per 100 sq. 
ft.; 14- a bronze wire "Gath. $5.75 
per 100 sq. 

Wire Cloth. — Black, 12-mesh, 
$1.75 per 100 sq. ft.; galvanized, 12- 
mesh, $2.15 per 100 Sq. ft.; 14-mesh, 
$2.55 per 100 sq. ft.; bronze, 14-mesh, 
$6 per 100 sq. ft.; 15-mesh, $6.60 per 
100 sq. ft. 

Galvanized Poultry Netting.—57%-5 
per cent discount; galvanized after 
made poultry netting, 52%-5 per cent 
discount. 


WRENCHES.—Prices show no change 
and sales are normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount; Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches. — Radio and 
electrical set, $4; No. 101 Master Ser- 
vice Set, $15.25 ; No. 202 Heavy Set, 
$8.80: No. 303 Ford Master Service 
Set, $14. 85; No. 404 Universal Socket 
Set, $8.75: No. 505B Screw Driver 
Set, $3.40: No. 900 Square Socket 
Set, $3.70. All Snap-On Wrenches 








less 40 per cent. 


a sale in his own way and another clerk, who was 
supposedly his superior would “butt in’ to cause only 
confusion and make the customer lose faith in the 


But even at its worst, it can interfere only with our store. I feel that a clerk should never interfere with 


enjoyment of radio programs and has nothing to do 
with business, unless we are selling radio sets and 
then it truly does a great deal of harm. 

The local interference that I have in mind is of 
a different nature, however, it deals with interfering 


of one clerk with another while in 


making a sale. I have seen it happen many times, 
where a really competent salesman would be making 


the process of 


to tend.” 


Reading matter continued on page 73 


another’s sale unless the other asks him some ques- 
tion regarding the goods or in a case where the other 
is quoting a wrong price, which would mean a sub- 
stantial loss to the company or the customer and even 
then I think it is possible to do it without belittling 
the clerk making the sale. 

“One has a sizable job with only his own business 


WALTER D. MEANY. 
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Do you Supply 
or Sell Domes 


S=INE merchant will supply a package, 
another will sell a dozen packages of 

o—) Domes of Silence simply by reminding 
me customer of the many pieces of hsrndeuve 
she forgot! Besides your half billion market 
for Domes in hotels, restaurants, institutions 
and clubs, every home can use from three to 
five dollar’s worth. Think of Domes in terms 
of a dozen sets per customer. You will be 
amazed at the rapidity with which they sell. 


DOMES of SILENCE 


Easily Applied 
Save Furniture, Floors 


and ‘Rugs 


Better Than (asters 
The “Perfect Furniture 


Footwear 





Reg. U. ha Pac. of 
No. 995,7 whi ch vill 
be s str yee sale ree 


DOMES OF SILENCE Division, Henry W. Peabodv & Co. 17 State Street, New York City. 
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A Five-Inch Strip Makes 





REFILLS: 


Sizes %", 4", %", %" and %" 
packed in “% gross sets straight 
sizes--$9 per gross sets. Size 
1 %* packed I dozen sets--$13.50 
per gross sets. 









| REFILLS- 
—& D 19 Assort- 
jae ment: Packed 

'/3 gross sets 

Se | doz. cach of 
rw A 


Five-Dollar Sales Daily! 


~=| RECENT investigation in an 
Eastern city showed that those 
*~—| hardware merchants whodisplay 
this new Domes of Silence Stock Cabinet 
were averaging over $5 worth of sales 
per day! One store was selling as much 
as $15 a day. Somewhere in your store 
is a five-inch strip that is not working. 
Order this Sales Cabinet from your jobber 
today--he has it in stock! 





Better Than (asters ¥) Easily cApplied 





The Perfect Furniture 4) Save Furniture, Floors 
Footwear and ‘Rugs 


nee. U. S. Pat. Of. 





995,758 which will 
“4 strictly enforced. 


DOMES OF SILENCE Division, Henry W. Peabody & Co. 17 State Street, New York City. 
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Spring Sales Developing Slowly in N orthwest 
—Collections Fair—A Few Price Changes 


(Minneapolis office of HARDWARE AGE) 


N the territory tributary to the Twin Cities, there is an apparent 
increase in the amount of business during the past two weeks, 
but this increase has been slow. The opinion of the dealers on 

the whole is that the weather conditions are retarding the spring 
work and thus causing a reluctancy on the part of the public to 


make their purchases. 


Stocks are all ready for the regular trend 


of trade which comes with spring work, but are still moving out 


slowly. 


Building permits in the larger cities are holding up fairly well 


with last year’s record. 


In Minneapolis the permits total practi- 


cally the same as last year, while in St. Paul they are somewhat 


lower in totals. 


But this early in the season is not a fair criterion 


of what permit totals are to be for the year. 
Collections are still fair, with a possible increase as the spring 
moves along. A number of revisions in prices will be noted in the 


quotations given this week. 


AXES.—Call for axes is normal, with 
stocks in general well filled. Prices 
shown are somewhat higher than pre- 
vious quotations. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $16 per doz. and 
double bit base weight axes at $21.50 
per doz., net. 


BOLTS.—Sales are fair, with stocks 
well filled. There is perhaps some in- 
crease in call for this class of mer- 
chandise. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
45 per cent; machine bolts at 50 per 
cent; stove bolts at 75 per cent, and 
lag screws at 55 per cent from list. 


BRADS.—Demand is slowly increasing 
for brads, as building work is resumed. 
Stocks are well filled, and prices 


steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes at 75 per cent from list. 


BUILDERS’ HARDWARE.—tThere is 
some improvement for builders’ hard- 
ware in this section of the country, as 
contractors are starting in earnest 
their annual campaign for building of 


-homes. Prospects are fairly good for 


another year of building, although the 
general opinion seems to be that build- 
ing will not exceed that of last year. 


CARPET SWEEPERS.—tTrade is fair 
in this line, but has not increased as 
much as some dealers had thought it 
would by this time. Stocks are in 
readiness for the trade, with prices 
holding firm. 


Carpet Sweepers, American Queen, 
$54 per doz.; Elite, $60 per doz.; 
Grand Rapids, nickeled, 15-in., $48 
per doz.; same jap., 17-in., $60 per 
doz.; Parlor Queen, $56 per doz.; 
Princes, $50 per doz.; Universal, 
nickeled, $46 per doz., and jap., $42 
per doz. 

Toy sweepers, Little Gem (3 and 
§ doz. cartons), $3.75 per doz.; Little 
Jewel, 1 doz. cartons, $10 and Junior, 

1 doz. cartons, $16 per doz.; Little 
Helper, $2 per doz. 
CHURNS.—Call is normal, with stocks 
in good condition. Prices have not 


ehanged. 


























We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type 
churns at 35 per cent from list. 

EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Sales are showing an 
increase as spring repairs and new 
work get under way. Stocks are well 
filled, with prices holding firm as 


quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Slip joint, single 
bear 28 ga. eaves trough at $5.50 per 
100 ft.; 28 ga. 3 in. conductor pipe at 
$5.40 per 100 ft. and 28 ga. 3 in. el- 
bows at $1.73 per doz., net. 

FIELD FENCE.—Demand is showing 
some increase, with the possibility of 
good sales. Stocks are well filled, and 
prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26 in. 10 ga. top 
and bottom 12% ga. intermediate 
type of fence at $30.04 per 100 rods 
with other sizes and weights in pro- 
portion. 

FILES.—Sales are fair, with stocks 
well filled. Prices have not changed. 
We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 

at 60 per cent from lists. 
GALVANIZED WARE.—Call shows 
some improvement. Garbage cans, 
and pails are in demand as spring 
clean-up work progresses around the 
home. Stocks are well filled, with 


prices steady. 

We quote from jobbers’ stocks. 
f.ob. Twin Cities: Standard No. 1 
galvanized tubs at $7.50; No. 2, $8.25; 
No. 3, $9.45; heavy tubs, No. 1, $12.60; 
No. 2, $13.80; No. 3, $15: standard 
10-qt. pails, $2.70; 12-qt., $3.05; 14-qt., 
$3.40: stock pails, 16-qt., $5, and 18- 
qt., $5.50 per dozen, net. 


GLASS AND PUTTY.—Sales are fair- 
ly good, with stocks well filled. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, sin- 
gle strength glass, 83 per cent; double 
strength, 85 per cent, and _ strictly 
pure putty in 50-lb. drums at $4.85 
cwt., net. 

HAMMERS AND HATCHETS.—Cal! 
for this class of merchandise, as well 
as all carpenter tools, shows signs of 


the influence of more building activi- 








ties. While trade is not heavy, there 
is an increase in demand. Prices show 
no further changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 11% 
nail hammers, $12.60; Plumb No. HF- 
81, $12; Riverside, No. 611%, $12; 
Plumb Broad, No. 2 hatchet, $16.40; 
No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per doz. net. 

HOSE.—Due to the lack of moisture; 
both during the winter, and so far 
this spring, in the towns and cities 
there is a very fair demand for lawn 
hose. Contractors also are adding to 
their equipment in this way. First 
stocks in dealers’ hands are being 
heavily drawn on. There is a tendency 
downward in price. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Competition, % 
in., 3-ply, $8.25; Leader, 5g in., 5-ply, 
$9.50; % in., 5-ply, $10.75; Good Luck, 

% in., 6-ply, $10.75; Bull Dog, % in., 
7-ply, $14; Riverside, molded, % in., 
black, $14; 5 in., black, $12.50; red, 
% in., $14.50; % in., $14 per 100 ft., 
net. 
ICE CREAM FREEZERS.—Call for 
freezers is normal for the time of 
year. Stocks are in place, and prices 


steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 

Alaska Freezers.-—-l qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 
4 qt., $5 each; 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
$14 each; 15 qt., $17 each; and 20 at., 
$21.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cennt. 

Alaska Grey Goose Freezers.—1 «at., 
$3.35 each; 2 qt., $3.90 each; 3 at., 
$4.65 each; 4 qt., $5.70 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 at., 
$5.65 each; 3 qt., $6.75 each; 4 qt., 
$8.25 each; 6 qt., $10.45 each: 8 gqt., 
$15.50 each; and 10 qt., $18 each. 
These are list prices and are sub- 
ject to a dealer’s discount of 50 per 
cent. « 


LANTERNS.—Sales are light, with 
stocks lowered for the lesser call dur- 


ing the summer. Prices show no 
changes. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per dozen, 
net. 


LAWN MOWERS. —It is still too early 
for sales of lawn mowers, though some 
dealers are already sharpening and re- 
pairing mowers. Stocks are in readi- 
ness for the trade, with prices holding 


steady. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia, 


styles A and C mowers at 35-5 per 


cent; Style E, 40-5 per cent: stvle 
K, 35 per cent, and Riverside ball 
bearing, $8.75 each, net. 


MILK CANS.—Demand for milk cans 
is fair, though showing no particular 
improvement. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5 gal. 
milk cans, $2.60; 8 gal., $3.10 and 10 
gal., $3.20 each, net. 

NAILS.—Demand for nails shows a 
steady increase due to the increase in 


building activities. Stocks are being 
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filled for the heavier demand. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
coated wire nails at $2.40 keg, base. 


PAINTS AND WHITE LEAD.—There 
is a growing demand for outside paints 
and materials. While the real spring 
business has not yet started in paints, 
there is a fair amount of business in 
progress. Stocks are well filled, with 
prices slightly lower. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gallon, in 1 gallon 
cans, and white lead in 100 Ib. con- 
tainers at $13.84 cwt., net. 


OIL HEATERS.—Demand is better for 
oil heaters, as furnace fires are allowed 
to wane, and the annual exodus to the 
lakes is in prospect. Stocks are well 
filled, and prices steady. 
PAPER.—Sales show some improve- 
ment in paper, as building is resumed. 
Call still is not heavy. Stocks are 
fair, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30 Ib. rolls 
at $3.25 ewt., and tarred felt at $3.35 
cwt., net. 


PLANTERS.—Retail sales are start- 
ing on planters, though not very heavy 
yet. Stocks are ready, with prices un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Acme corn plant- 
ers at $10.25, and Acme potato plant- 


ers at $10.25 per dozen, net. 
PUMPS.—Dealers are receiving some 
calls for pumps, and expect a very fair 
season in this line. Stocks are in good 
condition, with prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 449, 
plain spout windmill force pumps, 


§-in. stroke, $U.85; adjustable stroke, 
$7.50; No. 495, underground discharge 
windmill force, adjustable stroke, 
$14.35; No. 415, $14.65 No. 403, hand 
lift, 6-in. stroke, $4.25; No. 182, hand 
lift, 6-in. stroke, 6-ft. set length 
$5.25 each, net. 

PYREX OVENWARE.—Call is normal, 

with stocks well assorted. Prices have 

not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 113 casse- 
roles at $1.17; No. 197 casseroles, 
$1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.: No. 212 bread 
pans, 60c.; No. 231 utility pans, 67c.: 
No. 12 tea pots, $1.67; No. 24 tea 
pots, $2, and No. 36 tea pots, $2.33 
each, net. 

REGISTERS.—Sales are improving to 
some extent with the increase in the 
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amount of building. Stocks are well 
filled, and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wrought steel 
registers at 40 per cent from lists. 


ROPE.—Call for rope is fair, with 
stocks well filled. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 27%c. Ib. base and best 
grade sisal rope at 19%c. Ib. base. 


SANDPAPER.—Sales are slightly im- 
proved, with the increase in building 
activities. Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $6.65 per ream; second 
grade No. 1, $6 per ream, and garnet, 
No. 1, $16.50 per ream. 
SASH CORD AND WEIGHTS.—Sales 
are showing increase with the resump- 
tion of building activities. Stocks are 
well filled, with prices on cord slightly 
lower. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord at 73c.; second grade, 39c., cast 
iron sash weights, $2.10 cwt. net. 


SCREEN DOORS AND WINDOWS.— 
Retail demand has not yet started in 
this line, but dealers have their stocks 
ready. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common screen 
doors, 2-8 x 6-8, $1.63 each: fancy, 
2-8 x 6-8, $2.44 each; Sherwood ad- 
justable window screens, 24 in., $6.40, 
and Wabash extension, 24 in., $5.20 
per dozen, net. 


SCREWS.—Sales are showing acce- 
leration with the increase of building. 
Stocks are well filled. Prices on flat 
head bright are lower. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws, at 80-10 per cent; flat 
head japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head brass, 77%-10 per cent; 
round head brass, 75-10 per cent from 
lists. 


SOLDER.—Sales are fair, with stocks 


well filled. Prices are slightly lower. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Warranted half 
and half solder at 42c. lb.; and strict- 
ly half and half solder at 41c. Ib. net. 


STEEL SHEETS.—Demand is some- 
what better than during March. Stocks 
are well filled. Prices show a’ slightly 
higher level. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $5.60 cwt. base (28 ga.) and 
black steel sheets at $4.35 cwt., base. 


TIN.—Sales are slightly better, with, 
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stocks well filled, for the call. Prices 
are altered slightly. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke ICL, 
20 x 28 tin at $14.50, and IC, 20 x 28, 
8 mh Dy aaa roofing tin at $15. 25 


per 
TIRES. Sales of tires are showing 
quite some improvement as cars are 
taken out of winter storage. Stocks 
are well filled, and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities:. Mansfield auto- 
mobiles tires, 30 x 3%, oversize cord, 
heavy duty, $12.65 each; Mansfield 
regular, $9.95; Liberty clincher, $8.50; 
Mansfield balloon, 29 x 4.40, $13.85, 
and Liberty, $11.50 each, net. 


TORCHES.—Demand is still rather 
light, with stocks in good condition. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Turner Master 


Line, No. 43, qt., $5.76; No. 45, qt., 
$6.53; No. 47, qt., $7.08; No. 48, qt., 
7.48; No. 49, qt., $8.54; No. 52, qt. 

(flat), $6.96 each. Turner Standard 


line, No. 8, pt., $5.33; No. 14 pt., 
$5.76; No. 22, qt., $6.53; No. 30, at., 
$6.91; No. 38, qt., $5.76; No. 39, qt., 
6.05; No. > qt., $6.79; No. 93, qt., 
7.42; No. 105, pt., $4.88; No. 205, qt., 
5.25 each. Turner Fire pots, No. 53, 
7.20; No. 63, $7.97; No. 66, $10.18: 
No. 76, $7.13; No. 34, $8.67 each, net. 


WHEELBARROWS.—Retail sales are 
beginning to increase, with the open- 
ing of the contracting and clean-up 
season. Stocks are well filled, with 
price on wood tray barrows increased. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel tray fully 
bolted wheelbarrows, $37 doz.; No. 2 


tubular, $7.33 each, and No. 1 gar- 
den barrows, $6.25 each, net. 


WIRE.—Call for wire is better. Fence 
wire is beginning to sell, and wire for 
construction purposes is in better de- 
mand. Stocks are well filled, and 
prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle 
wire at $3.01 per 80-rod spool: painted 
hog wire at $3.22 per 80-rod spool; 
galvanized cattle wire at $3.21 per 
80-rod spool; galvanized hog wire at 
$3.43 per 80-rod spool; smooth black 
wire No. 9, $3.25 cwt.; and galvanized 
smooth wire No. 9, $3.70 cwt. 


WIRE CLOTH.—Wire cloth sales are 
just starting to occupy some of the 
time of the dealers. The real call will 
come in a few weeks. Stocks are for 
the most part ready for the trade. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted 
wire cloth, 12 x 12 mesh, $1.90 per 
100 sq. ft., base; alumina, 12 x 12 
er 100 sq. ft.. base; 
galvanized, 14 x 14 mesh, $2.70 per 
100 sq. ft., base, and 16 x 16 mesh, 
$3.10 per 100 sq. ft., base. 








Coming Hardware Conventions 


AMERICAN HARDWARE MANUFACTURERS 
ASSOCIATION CONVENTION, Atlanta-Biltmore 
Hotel, Atlanta, Ga., May 4, 5, 6, 7, 1926. 
F. D. Mitchell, secretary-treasurer, 1819 
Broadway, New York City. 


AMERICAN IRON, STEEL AND HEAVY HARD- 
WARE ASSOCIATION CONVENTION, Ambassador 
Hotel, Atlantic City, N. J., May 25, 26, 27, 
1926. B. R. Sackett, secretary, 503 
Arch Street, Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIA- 
TION ar ang om Little Rock, Ark., May 
20, 21, 19 L. P. Biggs, secretary, 815 
Southern Trust Building. Little Rock. 


HARDWARE ASSOCIATION OF THE CAROLINAS 
CONVENTION AND we Raleigh, N. C., 
June 8, 9, 10, 1926. A. R. Craig, secretary, 





a ere Bank Building, Charlotte, 


LOUISIANA RETAIL HARDWARE AND IM- 
PLEMENT ASSOCIATION CONVENTION, Lake 
Charles, May 24, 25, 26, 1926. S. H. Sale, 
secretary, 208 Texas Street, Shreveport. 

MISSISSIPPI RETAIL HARDWARE & IMPLE- 
MENT ASSOCIATION CONVENTION, Biloxi, 
Miss., June 21, 22, 23, 1926. Guy Nason, 
secretary, Chamber of Commerce, Columbus. 


NATIONAL RETAIL HARDWARE ASSOCIATION, 
Congress, Claypool Hotel, Indianapolis, 
Ind., June 21, 22, 23, 24, 1926. Herbert P. 
Sheets, secretary, 130 E. Washington St., 
Indianapolis. 


NORTH DAKOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, Grand 





Forks, Feb. 8, 9, 10, 1927. C. N. Barnes, 
secretary, Grand Forks. 

PANHANDLE HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Amarillo, Tex., 
May 10, 11, 12, 1926. Headquarters, Ama- 
rillo Hotel. C. . Thompson, secretary- 
treasurer, Canyon, Tex. 

SOUTHEASTERN RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION (composed of Ala- 
bama, Florida, Georgia and Tennessee) 
CONVENTION AND EXPOSITION, Atlanta, Ga., 
May 10, 11, 12, 1926. Walter Harlan, sec- 
retary, 701 Grand Theater Building, Atlan- 
ta, Ga. 

SOUTHERN HARDWARE JOBBERS ASSOCIA- 
TION CONVENTION, Atlanta-Biltmore Hotel, 
Atlanta, Ga., May 4, 5, 6, 7, 1926. John 
Donnan, secretary-treasurer, Richmond, Va. 








Reading matter continued on page 76 
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CHOOSE WELL 





What you sell! 


The Right Lines Make the Difference Between Profit and Loss. Here Is 
One That Has Been Making Profits for Dealers for Over Half a Century 








VERY hardware store has two things 

to sell. Personal service in handling 
the trade is one. It is expressed in charge 
accounts, exchange privileges, deliveries, 
stocks to select from, advice on mer- 
chandise. 


This is distinctive and individual with each 
store. Itissomething no otherstore can give 
to the same degree and in the same way. 


But outside of this, all a dealer has to sell 
is what the manufacturers furnish him. 


It is extremely important to select the 
right lines to sell. Many a store has gone 
out of business because it handled the 
wrong lines of merchandise. 


Some hardware stores have been selling 





Vollrath Ware for fifty years. Many 
others have had it for ten or more. 


And few ever give up the line. Once a 
Vollrath dealer always a Vollrath dealer 
seems to be the rule. 


Stores that cater to the quality market 
never give up Vollrath Ware because no 
other similar ware meets their require- 
ments. Because no other enamel ware is 
so well known for its quality. No other 
sells so easily or so fast. 


The Vollrath Selling Plan, of course, 
helps Vollrath dealers to sell the merchan- 
dise. It will help you. ; 


Ask the Vollrath salesman to tell you 
about it. Or write us for full information. 


THE VOLLRATH COMPANY, Sheboygan, Wisconsin 
Established 1874 


OLERA PL 


WARE 





See the Vollrath advertisement in the Ladies’ Home Journal— May 
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Construction 
assuring 


Satisfaction! 


Hk: Deming “MARVEL ’ 

Electric Water System is 

built right! Examine every 
detail of its construction and 
you will be convinced of the 
truth of that statement. 


The “MARVEL” is practically 
noiseless in operation and auto- 
matic in every respect. The 
water end is separate from and 
bolted to the power end. Cryl- 
inder heads are interchangeable 





front and rear, which permits "i 

it age the water — one The Deming 
taking the suction an s- 

charge connections from either “MARVEL” 

side. The vacuum chamber is EMING “MARVEL’ 
fitted with a perforated brass Electric Water Sys- 
strainer, which may be re- tems include two 


moved for cleaning by unscrew- sizes of pumps—240 and 


ing from the bottom of th 450 gallons per hour capac- 
vacuum chamber. ity and three sizes of tanks 
Send for “Catalog G’’ contain 8.4 and 120 gallons ca- 
ing a complete description of pacity. | 
the “MARVEL” and other pop- Equipment eee 
ular Deming Pumps and Water include: (1) The ‘Marve 

Supply Systems. pump, with electric motor. 
; : flat leather belt, spring 
Complete information  pertain- belt tightener, air valve, 


vacuum chamber and auto- 


ing to your opportunities’ in 
matic switch. (2) Galva- 


selling Deming products will be 


sent upon request. nized steel tank. (3) Pres- 
sure cauge. , i) pt nam 
‘ gauge. (5) elie valve. 
THE DEMING CO. (6) Fresh water outlet. (7) 
;, oe Pipe fittings to connect 
. Established 1880 ; between pump and _ tank 
Salem Ohio (8) Cast iron sub-base or 

floor-plate. 

Akron, Ohio yet 
The Mill & Mine Supply Co. Richmond, Va. 


Sydnor Pump & Well Co. 
Minneapolis, Minn 

Central Supply Co. 
New York, N. Y. 

Ralph B. Carter Co. 
Pittsburgh, Pa 

Harris Pump & Supply 


San Francisco, Cal. 


Baltimore, Md. 
eng ‘meted Co 
Chicago, 
lienion ‘& Hubbell 
Denver, Co 
Hendrie & Bolthoff Mfg. & 
Supply Co. 
Louisville, Ky. 


Co. 


Laib Co. Crane Company 


LL 



























Deming Deming 
Power Pumps Hand Pumps 
Include Include 
Triplex Power Pitcher Spout 

Pumps and Cistern 
Centrifugal and Lift Pumps 

Rotary Pumps Set Pe > Lift 
Deep Well Working an Force 

Heads Pumps 
livdro-Pneumatic Well and Wind- 

Water Systems mill Pump 
Horizontal Double- Standards 

Acting Power Spray Pumps 

Pumps for all purposes 
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Window Displays Help to 
Sell Appliances 





’@NHIS is one of the regular window displays which 
| help A. M. Lubash & Son, Richmond Hill, N. Y., 
sell $18,000 worth of electrical appliances every year. 
Nat Lubash, general manager, doesn’t forget the small 
sundries of his electrical department when he makes 
up a display. Last summer when many other dealers 


were complaining of slow business Nat’s truck was 
working overtime delivering electrical appliances, par- 
ticularly fans, washers, irons and vacuum cleaners. 
He had two high school girls seated at emergency 
telephones calling up all customers on the books or 
prospect list. These girls suggested fans and the hot 
days and talked labor saving devices to help the house- 
wife bear through the excessively warm days. Nat 
has another point worth while, he deducts 2 cents from 
the regular price of an item and appeals to the bargain 
instinct. He says he can sell twice as many one dollar 
items if he prices them as 98 cents. Brother George 
Lubash conducted an interesting campaign with re- 
turn postal cards last fall, as readers of HARDWARE 
AGE will remember. 


Radio Radiations 


“There is no question but what radio is gradually 
becoming standardized, although many important im- 
provements and changes are yet to be made. What I 
mean is that it is no longer a scientific novelty—or 
frenzy, if you like; it is a source of education and 
amusement. The market is still far from the satura- 
tion point, particularly in the outlying sections. Par- 
ticularly does this apply in the case of the farmers, 
and it is astonishing the amount of information broad- 
cast for the particular edification of the farmer, in- 
formation of the stock market, discussion of soil con- 
ditions, raising of live stock, etc. When the farmers 
generally appreciate this, the importance of this branch 
of the farm industry, they would as soon be without 
a barn as a radio.” 
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Announce Spring with 
Enameled Ware 





(Continued from page 34) 
appearance and housewives need the proper utensils 
in which to prepare them. Fresh food is always a 
welcome sight after the somewhat restricted diet of 
the winter months and what stronger appeal can be 
made than one to the appetite? Keen housewares 
and hardware dealers have discovered that an ex- 
cellent way to sell enameled ware to the housewife 
is to “sell” her the foods which can be prepared in 
it—the foods which have a strong seasonal appeal. 

And the idea of featuring enameled ware utensils 
in conjunction with fruit and vegetables can be 
used for both counter and window displays. 

Many women put up rhubarb and strawberries in 
the spring and that gives a good opportunity for dis- 
playing on your counter a combination set consisting 
of an enameled ware preserving kettle, colander 
and funnel. This can be appropriately named 
“Spring Preserving Set” and offered at a special 
price. Stress the fact that enameled ware does not 
affect the acids of the fruit and vegetables and is 
not itself affected by them. 

Window displays undoubtedly offer one of the 
best, if not the best, way of featuring enameled 
ware. A tastefully arranged window of utensils in- 
terspersed with highly colored fruits and vegetables 
in season will appeal both to the eye and the appe- 
tite. The accompanying sketch shows how such a 
window can be made. Here the spring spirit is ac- 
centuated by a lavish use of green and yellow—good 
spring colors. The side walls are covered with yel- 
low crepe paper while the foreground, made of 
boards on boxes, and the back wall are covered with 
green crepe paper, forming an excellent background 
for the enameled ware and foodstuffs. And these 
foodstuffs are easy to obtain. If you don’t want to 
buy them your grocer neighbor will gladly let you 
display some if you place a little “courtesy card” 
in the window to advertise him. 

Flowers, of course, add greatly to the spring ef- 
fect and in this display jonquils are placed in the 
background. If fresh ones are not obtainable easily, 
artificial ones or printed crepe paper will serve. 
Then to drive home the ideas of cooking and pre- 
serving spring fruits and vegetables yellow ribbons 
lead down from appropriate cards to the foods and 
particular utensils used in their preparation. Many 
variations on this window will suggest themselves, 
but in all cases it will prove profitable to emphasize 


the seasonal appeal. 





AYS an Omaha merchant: 
“T am convinced that the lack of interest on the 


part of salesmen is often the result of lack of 
enthusiasm on the part of the proprietor.” 

As a little slap at the proprietor, that may give 
the employee some satisfaction, but it doesn’t get you 
around the fact that you are going to make good in life 
on the basis of your own enthusiasm and energy and 
not on the basis of your employer’s. 
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Continually Reminding Them: 
“To Buy from You Instead of Us” 


Someone once said: “The world does not need to 
be INFORMED so much as to be REMINDED.” 
Every mechanic knows GENUINE ARM- 
STRONG PIPE TOOLS, but sometimes FOR- 
GETS the Dealer and orders from our factory. 


ARMSTRONG advertising is continually remind- 
ing such and telling mechanics: “To buy from YOU 
instead of us.” This message is being carried to 
every field that uses Pipe Fitting and Pipe Thread- 
ing Tools. 


We want YOU to HAVE—and to HOLD this busi- 
ness. Be assured GENUINE ARMSTRONG 
TOOLS will always merit it through their depend- 
able quality and unfailing service which have made 
them universally popular for more than 60 years. 
Keep supplied. 


Another reminder: Please from your 


Jobber. 


order 


The Armstrong Mfg. Co. 


Our Only Addresses 


Bridgeport, Conn. 


New York Office: 101 Lafayette St. 


ARM 


STOCKS , DIES 
TOOLS AND THREA 





1; TRONG’ 


worry STEAM FITTERS’ 
DING MACHINES 
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From One 
Hardware Man 


to Another 


No. 2 


Dear Tom: 


Well, Old Bean--it 
worked! As you suggested, I 
put an ad in the Classified 
Opportunities Section of 
Hardware Age. A little later 
I received a letter from The 
Gregg & Stone Hardware Co., 
asking me to call for an 
interview. I got the job. 
Mr. Stone, my new Boss, told 
me that most of his men were 
secured through advertising 
in the Classified Section. 


By the way, Mr. Stone 
gave me another example of 
what a few lines of adver- 
tising in a good paper can 
do. Before Gregg & Stone 
combined, Mr. Gregg had a 
store in a near-by town. 
When he went in with Mr. 
Stone he wanted to sell his 
old business as quickly as 
possible to raise money with 
which to develop the new 
business. On Mr. Stone's 
advice, he put an ad in the 
Classified Section of 
Hardware Age. The ad did 
the trick--a buyer was found 
and the deal is now being 
closed. 


Well Tom, everything's 
fine here--hope it's the 
same with you. Give my 
regards to the wife. 


Your friend, 
Jim. 


A Word to the Wise Is Sufficient 


Classified Opportunities Section 
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Art, Industry and Life 


(Continued from page 33) 





greatest architect in this country, and then not remem- 
bering where you met him before! No wonder I al- 
ways preach to hardware clerks to cultivate their 
memories! A good memory is a very present help in 
time of trouble! How nice it would have been to have 
said to Cass Gilbert—“Don’t you remember our little 
luncheon with dear Halsey C. Ives?”—but the chances 
are I will never see Gilbert again! It is just little 
things like this that make me feel like retiring to a 


monastery ! 
* * * 


However, here is the list of those who were present. 
As I said before, study it. I am inclined to think that 
very few Booster Clubs, Rotarian Luncheons or 
Kiwanis Meetings ever produce a galaxy of best minds 
like the following: 


* *% * 


Elmer E. Brown, Chancellor, New York University. 

Robert W. de Forest, President, The Metropolitan 
Museum of Art. : 

Harry W. Kent, Trustee and Secretary, The Metro- 
politan Museum of Art. 

William S. Coffin, Trustee, The Metropolitan Museum 
of Art. 

Edwin H. Blashfield, President, The National Academy 
of Design. : 

Cass Gilbert, New President, The National Academy 
of Design. 

Colonel Michael Friedsam, President, The Altman 
Foundation and B. Altman & Company. 

John Burke, Secretary, The Altman Foundation. 

C. B. Alexander, Regent, State of New York. 

Burton Emmet, President, The American Institute 
Graphic Arts. 

Wm. Cole, The American Institute Graphic Arts. 

Mitchell Kennerly, The American Institute Graphic 


Arts. 
Harold Burton, Chairman Committee, Art & Trades 


Club. 
Ernest Eberhard, Editor, The Advertising Club. 
Clifton D. Jackson, Secretary, The Advertising Club. 
Albert Lee, Business Manager, The Conde Nast Pub- 
lications. 
Frederick Keppel, Business Manager, The Conde Nast 


Publications. 
Truman S. Morgan, Editor, The Architectural Record. 


J. M. Moorehead, Editor, American Hatter. 
James H. McGraw, Sr., President, The McGraw-Hill 


Publishing Co., Inc. 
Colonel Willard Chevalier, Sales Manager, Engineering 


News-Record. 
Frank C. Wight, Editor, Engineering News-Record. 


Charles G. Phillips, President, The United Publishers 


Corporation, Inc. 
Major H. J. Redfield, Treasurer, The United Pub- 


lishers Corporation, Inc. 
David Beecroft, The United Publishers Corporation, 


Inc. 
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George A. Schweppe, Editor, The United Publishers 
Corporation, Inc., Home Furnishings (Part Dry 
Goods Economist). 

Colonel E. A. Simmons, President, The Simmons- 
Boardman Publishing Company. 

J. G. Lyne, Editor, The Simmons-Boardman Publish- 
ing Company. 

Jesse H. Neal, Secretary, Associated Business Papers, 
Inc. 

T. Edgar Willson, Editor, the Jewelers Circular- 
Weekly. 

V. E. Carroll, Editor, Textile World. 

Donald Demarest, Manager, Doubleday, Page & Com- 
pany. 

C. R. Clifford, President & Managing Editor,. Uphol- 
sterer & Interior Decorator. 

Donald W. Marshall, Associate Editor, Fairchild 
Press. 

Arthur Tomalin, Associate Editor, Pictorial Review. 

C. G. Peker, Editor, Building Age and National 
Builder. 

Major John H. Deventer, President & Editor, En- 
gineering Magazine Co. (Industrial Management). 

Edwin H. BEilert, Secretary, Eilert Printing Co., 
Musical Courier. 

Clyde Oswald, 

New York Employing Printers. 

General C. H. Sherrill. 

E. H. Darville. 





Outside Selling 


OW many of us fellows behind the counter ever 

think of the hardware business except during 
business hours? Some do, of course, but I feel cer- 
tain that they are in the minority. The younger 
members of our big tribe are inclined to think of 
entertainment and other things, even to the extent 
of bringing these thoughts into business hours. 
There is the argument, of course, that the boss is 
getting all he pays for, so why think of business when 
you don’t have to? That argument is all right if we 
do not want him to pay us more. But, if we have a 
spark of ambition, if we are interested enough in the 
business to wish for advancement, then it is up to 
us to do something more than is asked of us. 

One of the best means of doing this, that I know of, 
is to do some outside selling. No, do not become 
frightened, it is not necessary to become a peddler, 
that would take too much time and would be a job 
in itself. What I wish to point out is that we 
fellows, on our way to and from work each day, espe- 
cially those of us living in the suburbs, see dozens 
of prospects for paint, lawn mowers, seeds, tools, and, 
in fact hundreds of hardware items. We know most 
of these prospects personally, no doubt, so why not 
stop and talk a bit with them? Ask them about the 
things they are interested in and incidently sell them 
their wants. During the spring and summer is a very 
good time to try this, and, if any of you fellows do 
try it, see if eventually your pay envelope doesn’t get 
a little heavier. 

“There’s many a prospect ’twixt the house and the 
store.”—W. D. M, 
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One Tool That Answers 
For a Whole Kit of Specials 





Made of 
Heavy 
Steel Forgings 





The habit of making “Special 
Forged Tools” for extra large 
and extra heavy wrench work is 
proving too costly for those who 
undertake it. 


The truth is that so many of 
these “Specials” must be made 
to handle work of a widely dif- 
ferent character, that a whole 
kit of tools is really needed. 
That means a big cash outlay. 


The COES Key-Model Wrench 
has successfully demonstrated 
its fitness to individually replace 
these various make-shift tools 
and do the work quicker and 
better, without damage to valves, 
unions and costly material. 


The Key-Model Coes is self- 
contained. The Key cannot come 
off, and the two positions for 
jaw strap permit using it into 
corners and tight places without 
trouble. 


It is the strongest and most 
widely adaptable wrench made 
and soon returns its cost in ac- 
tual savings. Made in three 
standard sizes: 28”, 36”, 48”. 
A 72” size is built on special 
order. 


Your Jobber will supply you. 
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Coes Wrench Co. 


Worcester “Jn business since 1841” Mass. 


J. C. McCARTY & CO 
JOHN H. GRAHAM & CO 
FENWICK FRERES 


D “a a . > 
Cs 2 2 g 2 


Selling Agents: 
SER er ee tee 29 Murray Street, New York 
Duels 68 Ga.3 0 SO 113 Chambers St., New York 
ae ee ee 8 Rue de Rocroy, Paris, France 











imitates tee aks. 


80 


HARDWARE AGE April 29, 1926 


Retail Store News 


The information contained in the following items, while com- 
piled from sources which we believe to be reliable, has not 
been verified in all instances by ourselves. 

Mallory & Gerard, Housatonic, Mass., have bought the hard- 
ware and plumbing stock of the late A. J. Hasson, and will 
continue the business at the same location. 

The Bay State Saw & Tool Co., Lake and Main Sts., Win- 
chester, Mass., plant was recently badly damaged by fire, the 
loss being estimated at $50,000. Edwin P. Bailey is proprietor 
of the plant. 

Duncan & Goodell Co., Worcester, Mass., will shortly start 
work on their new two-story, 104 x 150 ft. building on Mechanic 
and Commercial Sts. Provision will be made for a nine-story 
building, when business conditions warrant. 

John Hatfield, has opened a small specialty hardware store 
on Water St., Wakefield, Mass. 

Henry G. Wells, Main St., Wakefield, Mass., has opened a 
small retail hardware business. 

L. E. Weaver has succeeded to the hardware business of L. 
Freesene at Sherwood, N. D. 

The Webster Hardware Co. at Webster, S. D., has recently 
been incorporated with a capital of $25,000. 

Harry Struwe has succeeded to the hardware business of 
Struwe Bros. at Reinbeck, Iowa. 

Paulett & Briggs in the hardware business at Farmville, Va. 
recently suffered a serious fire loss. It is reported that the 
company will not reengage in business locally. 

Wave Hurlbut, 616 North Fort Street, Seattle, Wash. has 
filed plans for the erection of a one story hardware establish- 
ment at that address. 

R. N. Shaw has succeeded to the hardware and sporting 
goods business of Harold Person at Yakima, Wash. 

R. P. Jesehke has acquired the stock of paint and hardware 
of P. Fellowes at Sayville, N. Y. 

The Dole Hardware Store at Maneno, Ill. is reported as plan- 
ning to discontinue business shortly. 

The All-Over Store operating a hardware, stove, electrical 
supplies and kitchen utensils business at 6848 Broadway, Gary, 
Ind. is planning to establish a chain of stores throughout Indiana 
and Illinois. 

Lauber’s, Inc. in the sporting goods business at 856 Chapel 
Street, New Haven, Conn., will shortly move into larger and 
more commodious quarters at 174 North Temple Street. 


Roy Robbins & Leigh Frizzel have succeeded to the hardware 
and sporting goods business of Stephen Kovac at 897 South 
Broad Street, Trenton, N. J. 

Lester & Lioyd Green have succeeded toe the hardware busi- 
ness of Carl H. Rowh at Clayton, Kan. 

D. B. Donnelly, a prominent hardware and plumbing dealer 
of Fairfield, Me., died recently at his home in that city. 

R. L. Saunders in the hardware business at Hamilton, Va. 
recently suffered a very severe fire loss. 

Versailles Hardware Co. owned and operated by Mr. M. F. 
Hargett of Versailles, Mo. has acquired the stock and goods 
of the Goodman Hardware Company in that city. 

E. A. Lindbeck will shortly open a new retail hardware store 
at Ophiem, 

Paul P. Lumley has established a new hardware, building 
supplies and paint store at James and Grinnell Streets, Key 
West, Fla. 

The Hickman Co. in the hardware and furniture business at 
Orland, Cal. has established a retail branch at Willows, Cal. 

Carl Kranpa has succeeded to the hardware business of the 
Myara Hardware Co. at Nora Springs, Iowa. 

The Eckart Hardware Co. has recently been incorporated at 
Winnetka, Ill. with a capital of 94,000. 

E. Bartoli is now conducting the hardware store located at 
4619 Mission Street, San Francisco, Cal. 

Leveen Brothers, in the hardware business at Van Nuys, Cal., 
have plans under consideration for the establishment of a 
branch store at Owensmouth, Cal. 

The Wal Hardware Co. will shortly open in a new and mod- 
ern store at Dodge City, Kan. 

F. Breuer, Jr., will establish a hardware and paint store at 
6907 Dravois Avenue, St. Louis, Mo. 

The Western Hardware Store at Roaring Springs, Tex., re- 
cently suffered a fire loss of $25,000, fully covered by insurance. 

R. A. Holland will soon open a hardware and furniture store 
in the Butts Bldg., at Bishop, Tex. 

R. R. Short has succeeded tg the hardware and furniture 
business of Werlich & Short at Wapato, Wash. 

M. M. Crisman has succeeded to the hardware business of the 
Delta Hardware Co. at Delta, Ohio. 

Mary Podniak is now operating the hardware store formerly 
conducted by Valentine Podniak at 6766 West Warren Avenue, 
Detroit, Mich. 








WILL HELP YOU SELL 


WALDEN-WORCESTER SOCKET WRENCH 


A “merchandiser” in 
every sense of the 
word—all steel—sub- 
stantial—convenient — 
attractive—carrying a 
selection of  inter- 
changeable handles, 
sockets and parts. An 
ideal cabinet for 
dealers who are sell- 
ing mechanics and car 
owner;rs. 

All parts and sockets 
are interchangeable 
with each other, en- 
abling mechanics to 
make _ innumerable 
combinations to take 
care of unusual de- 
mands. 


The assortment has 
been selected in pro- 
~ portion to the _ de- 
mand, with ample 
space for additional 
sockets or wwrenches 
as the _ individual 
needs may require. 





No. 1100 Cabinet 
including Ask your Jobber’s 
113 Wrenches and Sockets salesman about this 


cabinet or write us 
for Catalog No. 500. 


| f Ad Steel, Socket EST ER 


475 SHREWSBURY ST... WORCESTER, MASS.. U. B.A. 
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Made for the 
HARDWARE MAN 








ASSM’T 4100 
Price $3.95 


Handsome Display Container and one dozen shears, 6 pairs 
each—7 and 8 inch. Strong, heavy pattern, bright nickel 
finish. INTRODUCTORY OFFER: Try One Box. 


Eversharp Shear Company 
2000 Knowlton Street Bridgeport, Conn. 
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Front Axle Gage for 


Automobiles _ 


The Bear Mfg. Co., Rock Island, II1., 
has recently placed on the market the 
Bear axle gage, especially designed for 
locating the pitch and castor of front 
axles in automobiles. 

This new instrument will show the 





exact degree of angle or pitch in the 
front axle. It locates and eliminates 
the shimmy and also remedies the ten- 
dency of front wheels to wander and 
improves the steering. 

An information chart is furnished 
with each instrument, giving the proper 


pitch in the axles of different makes of | 
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cars as furnished by the manufacturer. 

The gage is finished in a heavy cop- 
per plate and is designed for use on all 
makes of cars. 





Pilgrim Lawn Mower 


Has Positive Adjustment 


The Blair Mfg. Co., manufacturer of 
the Drawcut line of lawn mowers, 
Springfield, Mass., has recently brought 
out what is designated to the trade as 
its Pilgrim mower, a feature of which 
is the ease with which it can be kept in 
adjustment. 

Other features of this new mower in- 
clude a blade cylinder, mounted on 
Timken roller bearings and labyrinth 





sealed housings, together with dust 
proof oil cups having spring covers that 
keep the bearings clean. 


The parts are_ interchangeable 
throughout and the sturdy blade cyl- 
inder and knife-bar is so designed as 
to resist the shock of striking sticks 
or other obstacles. 
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Lawn Weeder Features Easy 


Operation 


The Holmden Lawn Weeder Co., 
Schofield Building, Cleveland, Ohio, has 
recently placed on the market the 
Holmden lawn weeder. A special fea- 





, 


ture of this new weeder is that it is not 
necessary to pull the weed, in using 
the weeder; simply insert it in the 
ground about an inch and then twist 
the weeder. In doing this you twist 
the roots around the fork. Then lift 
the weeder and remove the weed. 

In using this new device the neces- 
sity for stooping or bending over is 
eliminated and it is so designed as to 
get all of the roots so that no weed 
will return. 
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DIXON’S Graphite 


CUP GREASE 


A high quality lubricant that combines the superior lubricat- 
ing value of mineral oil with the ease and economy of hard 


grease. 


Softer than most greases to insure immediate flow into the 
bearing when the shaft starts, there is no need for the bearing 


Jersey City, N. J. 


im 
enc 
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to heat up to melt the grease. 
It contains Dixon’s Flake Graphite—the perfect lubricant. 


Recommend Dixon’s Graphite Cup Grease to your custom- 
ers. They will appreciate your service. 


Circular 40-R and dealer prices on request. 


JOSEPH DIXON CRUCIBLE CO. 


Established 1827 
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Question.—Is there a formula for determining the 
number of lamps and lamp sizes necessary to give 
adequate illumination in the store window? 

Answer.—The following table, compiled by engi- 


neers of the Westinghouse Lamp Works, should 
prove of assistance. 
Watts Per 

Quantity of Sq. Ft. of 

Illumination Floor Space 
EE eee ee ee 5 
tt ci teh e eked ba edie weed ba See 10 
Se ee ee ey ee 15 
A ee ee 20 
i... ste bones See eeeke Ceeeeee 25 
EE tcc thin bibs had Ceeendakssteuewes 45 


Multiplying the value selected by the floor area of 
the show window will give the total wattage neces- 


sary to illuminate properly. 

Question.—What is the smallest complete equip- 
ment necessary for show card writing?7—F. P. 

Answer.—In addition to the necessary show card 
board the beginner should have at least four genuine 
Red Sable show card brushes, Nos. 6, 8 10 and 12. 
One set of special speed lettering pens. Three two- 
ounce bottles of regular show card ink, black, red 


and white. This outfit should cost less than $5.00 


Question.—We are desirous of stimulating tool 
sales by displaying stock items as household tool 
kits. What items are suitable?7—B. A. C. 

Answer.—This was discussed recently in HARD- 
WARE AGE and our answer is based on an article by 


Don Thatcher. 


22-inch hand cross cut saw. 
Block plane. 
Plain faced polished nail hammer No. 2. 
Ratchet brace, 8-inch. 
Auger bit, %-inch. 
Gimlet bit, 3/16-inch. 
Gimlet bit, %4-inch. 
Folding or zig-zag rule, 3-foot. 
Screw driver, regular pattern, 4-inch. 
Hand chisel, %-inch. 
Handled brad awl. 
Nail set. 
Second set: 
Half or shingling hatchet No. 2. 
Plain face polished nail hammer No. 2. 
Screw driver, 4-inch. 
Slip joint nickeled plier, 6-inch. 
Combination tool handle and tools. 
Block plane. 
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Question.—Will you kindly explain the meaning 
of ampere-turns? 

Answer.—In an electro magnet the product of the 
current in amperes and the number of turns is called 
ampere turns. It is a convenient measure of mag- 
neto motive force. 

Question.—How long should standard, heavy duty 
B batteries last when used in connection with a 
five tube neutrodyne? 

Answer.—This question is asked frequently and 
the answers are rarely satisfactory, for the reason 
that the life of B batteries is determined not only 
by the hours of use, but by the peculiarities of the 
receiver to which they are connected. The following 
tables compiled by the Radio Division of the Na- 
tional Carbon Co. give a fairly definite answer to 
this question. 

LIFE OF HEAVY DuTy B BATTERY 
(Based on average use of two hours per day) 


Number of 
Tubes Without C Battery With C Battery 

1 More than a year 
2 11 months More than a year 
3 6 months More than a year 
4 7 Over a year 
5» 6 8 months 
6 6 months 


Question.—How should knot holes and gummy 
spots be treated before painting? 

Answer.—All knot holes and gummy spots should 
be given a priming coat, consisting of one pint of 
turpentine and one quart of boiled linseed oil to one 
gallon of good outside paint. The priming coat 
should be thoroughly brushed into the wood and 
then allowed to dry for two or three days. Upon 
drying all holes and indentations should be carefully 
filled with putty. 

Question.—What proportion of a hardware store’s 
customers are women? 

Answer.—This is a difficult question and can only 
be answered approximately. Statistics appearing 
several months ago in HARDWARE AGE would indi- 
cate, however, that out of every dollar passed over 
the retail counter 85 cents has been spent by women 
and 15 cents by men. In the retail hardware store 
the proportion is approximately 50 per cent. 


Reading matter continued on page 84 
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Prices Ready for 1926 
Write for Catalog 


Our Guarantee Back of Every Mower 
READING HARDWARE COMPANY 


PHILADELPHIA 


READING, PENNSYLVANIA 


MOWERS 


SAN FRANCISCO 











DOOR HANGERS No. 2 RELIABLE 


The round tread type of hangers and 
track have been popular with contrac- 
tors and builders since their develop- 
ment by Allith engineers more than 
twenty years ago. Their great strength 
and ease of operation adapt them to a 
great variety of uses, particularly 
straight sliding door installations. 

No. 2 Reliable is one of the best 
hangers of the round track type A 
one-piece frame of “Certified Malle- 
able’’ insures against all possibility of 


breakage, and a machine turned wheel 
with hardened steel axle and roller 
bearings provide for easy anti-friction 
operation. A lower guide wheel pre- 
vents any tendency toward binding or 
derailment. 

The track is regular Allith high carbon, 
heavy round steel tube with a slot in 
the back for the insertion of the brack- 
ets. Cannot get out of line or sag. 
No. 2 Reliable is very moderately 
priced. Let us tell you more about it. 


ALLITH-PROUTY COMPANY 


Danville, 


Illinois 


MANUFACTURERS OF: Door Hangers, Garage Door Hardware, Fire 


Door Hardware, Overhead Carriers, 


Rolling Ladders, Spring Hinges. 
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WOOD SCREWS 
MACHINE SCREWS 

DRIVE SCREWS 

STOVE BOLTS 





CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 


HELLER’S ADVICE 


On proper store arrangement, display and storage 
problems can absolutely be depended upon. 


Preemie ete ne = o- - “- 
ar ee errrags 
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“Heller's Reference Book on Hardware Store Shelving 
will help you plan for greater sales."" Send Coupon 
TODAY for your copy. 

W. C. HELLER & COMPANY 
767 Bryant St., Montpelier, Ohio 20 Vesey St., New York City 
W. C. HELLER & CO., Montpelier, Ohio 
Please send me your reference Book No. 27-A on Hardware 
Store Shelving. 
SO OPE ere Ty rr ry TTT, ts TT eT Tet ee TTP at 
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Inviting Women to Shop in the 
Hardware Store 





(Continued from page 38) 


whose open door reveals shelves of utensils, and a 
red geranium. The geranium, Mr. Hardware Man, 
sells the flour-sifter to a woman! She likes neatness, 
she likes color, and she dotes on pictures that contain 
a suggestion. Your window pictures must outdo 
those of the mail order catalog, or she will buy from 
the catalog! 

Getting women in your store is not all a matter 
of window displays. Have you ever seen women 
saunter to the door, look into the store, only to saunter 
away again? Men don’t do that, usually. They walk 
in no matter what they see. Near the front of the 
store, then, have things that women like to look at. 
A gay basket might attract. Tables of things arouse 
us to investigation. Egg-beaters, mixing spoons, food 
grinders, all make us realize how old-fashioned cur 
implements are. 

Once we are inside the door, the rest is in the 
hands of the salesman. First of all, we don’t like to 
be hurried. Second—maybe this is first, too—we like 
to be praised, so that we feel a little superior to other 
woman. We like to say, for example, that we don’t 
know a thing about hardware. This is the wise 
salesman’s cue to remark upon the intelligence and 
judgment we have shown. And woe to the saiesman 
in any business who can’t make a fuss over the baby 
or child under five years, that is accompanying its 
mother!- A good hardware man will learn who we 
are, find out where we live, then either compliment 
us on the front door knob, or show us one that will 
make our front door more interesting than our 
neighbor’s. 

There are many things that women don’t have in 
their homes that they should have. Very few have 
a cover rack or enough covers for their pans. Many 
would have a better set of tools if they only had the 
suggestion and advice of what to buy. We would alli 
purchase a general utility box of nails, screws, tacks 
and picture hooks if one were put up for us. 

Study our homes. Some of us work under great 
handicaps. Discover our needs for us, and we'll 
greatly repay you in profits. Invite us into your 
store by learning what constitutes an invitation and 
we will get the habit of dropping in on our weekly 
shopping day, just to look around. 





Examiner Cheseldine of the Interstate Commerce 
Commission, passing upon a complaint of the Teague 
Hardware Co., and other wholesale hardware dealers 
at Montgomery, Ala., has held rates on bale ties, 
wooden and barbed wire fencing, in carloads, from 
Sterling, Ill., to Montgomery, to be unreasonable 
and unduly prejudicial. Reparation also was recom- 
mended. The examiner said the Commission should 
find that the rates were unreasonable to the extent 
they exceed 6l1c. per 100 lb. prior to July 1, 1922, and 
55c. thereafter. 


Reading matter continued on page 86 
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Anchor Brand 


Stain Proof 
Knives and Forks 


The fact that these popular 
Knives and Forks require no 
scouring or polishing and never 
rust or stain, is only one reason 
why they are meeting with such 
deserved favor. 


The other reasons are the high 
quality of Anchor Brand Cutlery 
and the many attractive designs 
shown in Celluloid, Stag, Hard 
Rubber, Ebonwood and Ebony 
Handles, which offer your cus- 
tomers a wide range of choice. 


More than 25 different patterns 
are shown in our Booklet. Send 
for Complete Catalog and Prices. 














LAMSON & 
GOODNOW MFG. CO. 


Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 





Branch Offices: 

San Francisco: Wells-Fargo Bldg. 

Seattle: 302 Pioneer Bldg. 

a Angeles: 1006 Washington 
dg. 


Boston: 7 Water Street 
Chicago: 1732 Republic Bldg. 
St. Louis: Victoria Bldg. 


























The Saw Test 
The hardened steel 
inserte inside the 


volve and cannot 
be sawed through. 









| KEI im = LOCK 


The dealer who is not yet han- 
dling this line of KEIL Locks 
is surely missing an cra 
to double his lock sales. 


Homes, warehouses, shops of- 
fices are in constant need of KEIL 
protection. Supply a demand in 
your neighborhood w good profit 
to yourself and A nn ed. nF to 
your customers. Write today for 
particulars. 


FRANCIS KEIL & SON 


» INC. 
401-425 East i63rd St.. New York 
Established 1876 





Chair 
Tips 





No. 12, 1 inch 
For the Sharp Ends 
of Rocking Chairs 


have quickly found favor with the trade. 
A positive protection against the sharp 
Durable and eas- 

Catalog, prices 


ends of rocking chairs. 
ily fitted to the rocker. 
and terms on request. 


Elastic Tip Co. 


370 Atlantic Ave. 
Boston Mass. 
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No. 13, % inch 


on page 763. 
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SPRING HINGES 


(A Type for Every Requirement) 





“‘Triplex”’ 
Spring Hinges 


For 


Lavatory Doors 


aaa cepa 


Adjustable 
Clamp Flange 


Type 2242 


The surest way to increase profits is by reduc- 
ing expenses. 

Type 2242 lavatory spring hinges will eliminate 
any extra labor and expense of cutting partitions 
or using shims if thickness varies. 


Send for Catalogue No. HA2 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. S. A. 
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Confidence in Efampin, Brand 


Tungsten Lamps is shown by 20,000 re- 
tailers and 300° schlnee who sell them. 
Conseisates » cee 


mp 
Danvers, Mass. 


“Licensed under the General Electric 
Company’s Incandescent Lamp Patents.”’ 











“dhe Fragrance of Flowers— Not the Odor of Oils.” 


for Furniture Floors and Woodwork 
Bouquet-Brownson Co.ine. Of “Paul, “Winn. 








Fly Screen Cloth 


Attractive finish, durable 
quality. We can fill your 
orders promptly. 
Write for prices. 


Spargo Wire Co., Rome, N. Y. 











Q. Lindemann & Co. 


Manufacturers of 
ow ae 


Established 1863 
35-37 Wooster Street, New York 








BROOKS for HOOKS 


Since 1848 


Cornice Hooks and Eyes 


All Kinds of Special Wire Goods 
Made to Order 
Ask for prices on anything in this line 


M. S. BROOKS and SONS 


Chester, Conn. 

















STAY-WET 


Paint and Varnish 
Remover 


IT IS THE QUICKEST 
AND MOST POWERFUL 
VARNISH AND PAINT 
SOFTENER MADE. 

Its widespread popularity and 
big sale carry conviction. 

It is reasonably priced, car- 
ries a good profit and sells 
readily. 


RELIABLE PASTE CO. 


3223-25 Cottage Grove Avenue 
Chicago, Illinois 
Dry Paste—Paint and Varnish Remover—C 
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Tapping the Tourist Trade 


(Continued from page 30) 





A windew display devoted to “What to Take on 
Tour” will attract a good deal of attention and make 
many sales, particularly if each item bears a price 
tag. The display of road maps in the background, 
opened up to show routes, will help interest people. 
A large general map might be outlined on paper to 
make the window background. One clever dealer 
went so far as to paint a huge road map on the dead 
wall at one side of his building. This was so con- 
spicuous that it could not be missed. 


An enterprising dealer had a supply of tin cups 
made with his name indelibly imprinted on the in- 
side of the bottom and he advertised that to any 
motorist he would give one of these cups, making it 
necessary for the motorist to come and get it. At 
another time this same dealer gave away little 
packets of paper cups. The cups folded flat and 
were inserted in a durable pocket bearing the deal- 
er’s imprint. 

A good many hardware dealers interested in de- 
veloping the trade on automobile and touring goods, 
take pains to make their stores headquarters for 
touring information. Sometimes there is a little 
table on which are kept standard road maps and 
route books, folders secured from hotels and cham- 
bers of commerce in towns anxious to attract the 
touring public. There may even be a bulletin board 
on which various routes are listed and the condition 
of the roads given, as to tar, resurfacing, construc- 
tion and detours. Once let a store get the reputa- 
tion for having such information available and the 
people will come there for it. That means that the 
store will be headquarters for motorists. 

In order to pick up the business of the tourists 
when they are touring it is necessary to reach out 
and tell them the story before they get to town, pref- 
erably with the additional aid of good billboards 
at the entrance to town. 

A good plan is to post in the store a complete di- 
rectory'of all the local garages and service stations 
and automobile dealers. If the touring public knows 
of this directory it will be used frequently for refer- 
ence. When a tourist stops in town, if he wants any- 
thing done to his car, he prefers to go to the garage 
where that car is handled as an agency or where a 
specialty is made of service on it. The same is true 
of batteries and battery service stations. Informa- 
tion as to where the different makes of tires are 
handled is also helpful. 

Tourists feel it important to know which sources 
of supply are reliable and if there is an independent 
source of information, they will patronize it. 

Signs along the road reading, “Free Touring In- 
formation at Greene’s, 435 Main Street,” will receive 
attention. Or the signs may be more complete: 
“For Road, Hotel and Garage Information Free, Stop 
at Gas, Oil and Auto Supplies.” 
Tourists want information every day. Tell them 
they can get it at your store and they will come 
there, even though it is not located on their regular 
through route. 
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Staircase Provides Display 
for Housefurnishings Dept. 
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Display shelves as you see them from the second floor 
landing in the White Hardware Co. 


ae many other large hardware stores, the White 
Hardware Co., Wilkes-Barre, Pa., has a well 
stocked housefurnishings department on the second 
floor. Access to this department may be made on the 
elevator or by climbing the one flight of stairs. The 
stairs are in the front of the store and the lift is in 
the rear, consequently most people use the stairs. 

This company has utilized wall space on the stair- 
case to display some of its housefurnishing items. 
This photo gives you a view of the staircase and the 
wall display shelves as you would see them from the 
second floor landing. Teapots, aluminum ware, 
casseroles, coffee percolators and other kindred articles 
are shown on these shelves. Frequent stock changes 
are made, in order to maintain the interest of the 
steady customers. 

Without these display shelves the staircase side 
wall would be blank, wasted space. As it is this wall 
display makes many sales, attracts attention and is 
more appealing to the eye than a bare wall. Often- 
times the difference between profit and loss or large 
profits and small profits, can be traced to the over- 
looking of some merchandising opportunity within 
your grasp. 

The White Hardware Co. staircase is about eight 
feet wide. The wall shelves are about six inches deep. 
One inch lumber is used to construct these shelves, a 
cherry stain has been used to paint the shelves. In- 
dividual conditions will govern the size of the dis- 
play sections. Do not make the display shelves too 
high, if you do the customers will be unable to see 
the goods. Do not crowd such displays. Note that 
the White Hardware Co. has a good assortment of 
stock on view, but there is no suggestion of over- 
crowded shelves. 
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58 YEARS AGO 

















Manufactured by 


The Hart & Cooley Co., New Britain, Conn. 











BARROWS 


Send 
for 
Catalog 


MILWAUKEF 
WISCONSIN 











Get an “‘Edge’’ on Sales! 


Dealers are doing it with the Dazey 
“Sharpit.”” It puts a keen edge on any- 
thing—knives, scissors, sickles, tools. A 
quick and ready seller—and a profit 


DAZEY CHURN @& 
MFG. CO. 
4301 Warne Ave. 
St. Louis, Mo. 
















Two NECESSITIES In Every Garage 
Garage Door Bolt 

Specially designed for 
garages, factories, ware- 
houses and fire doors. 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 











Garage 

Door 

Holder 
Prevents accidents, broken headlights 
anc bent up fenders. Operates by 


hand or foot 
For prices and further information 
write today to 

Phenix Mfg. Co 


Holder No. 52 032 Center Street Milwaukee, Wis. 


























DO YOU KEEP 
YOUR TORCH 
BUSY? 


If you do you should always 
buy the No. 208 or the No. 32. 
They produce the hottest flame 
with wide range of volume and 
are suitable for a wide range 
of work. They cost a little 
more, but their durability and 
the saving in fuel will soon 
pay their cost. Your Jobber 
will supply at Factory Price. 


Clayton & Lambert 
No. 208 To Mfg. Co. 


rch 
Ask for Latest Price 6275 Beaubien St., DETROIT, MICH. 
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Miller Adjustable 
Shackle Padlocks 


The Miller Lock Works of the Yale 
& Towne Mfg. Co., Stamford, Conn., 
has recently announced to the trade two 
new adjustable padlocks, designated as 
Numbers 444 and 4440. 

No. 444 has a wrought steel case in 
ebony black finish with nickel plated 
steel shackle. The shackie is adjustable 
from a quarter of an inch to an inch 
and a quarter. There are twelve key 





changes in a dozen and each lock is 


ee 





packed with two nickel plated corru- | 


gated steel keys. 

No. 4440 is the same as No. 444, but 
with brass case in bright lacquered 
finish with case hardened steel shackle 
in ebony black finish. 

Both of these Miller padlocks have a 
rivetless, circular case, which is compact 
and secure. 
located in the front of the case, where 
it is easily accessible and not on the 
end of the case, where it is not so readi- 
ly accessible when the shackle is pushed 
down the full length. 
tinctive characteristic is the key 
ing feature. When the padlock is un- 
locked the key remains in the unlocked 
position. It 
the shackle is being removed. 


The keyhole is conveniently | 


Another dis- | 
retain- | 


will remain there while | 
In order | 


to remove the key it must be turned to | 


the locked position. 

An assortment of 
six No. 4440 padlocks can be furnished 
mounted on a metal display stand. This 
display stand measures 12 x 10% 
inches and has a green background with 
gold border. 
number 1804 and is convenient for dis- 
play either on the counter of the store 
or in the show window. 





New Chrome-Vanadium Steel 
Wrench 


A new and unusual wrench, drop- 
forged from chrome-vanadium § steel, 
has just been brought out by the Arm- 





strong Bros. Tool Co., Chicago. 

This extra long and extra thin wrench 
is an improvement of the alloy steel 
wrench which this company introduced 


six No. 444 and | 


| 
| 


| 


It is designated by the. 





| 
| 
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to the trade in 1919. The alloy steel 
wrench became very popular because of 
being longer, lighter, less bulky and 
stronger than any drop-forged wrench 
previously available. 

The demand for “super quality” 
wrenches has increased until wrenches 
ot alloy steel are rapidly becoming 
standard equipment where extra 
strength and length are required. 

The Armstrong vanadium wrench is 
drop -forged from chrome-vanadium 
steel, especially heat treated and fin- 
ished in nickel over copper, with the 
heads buffed bright. The jaws are thin 
and narrow and can get at. the nut that 
is placed in close quarters. 





New Display Case 
for Disston Trowels 


In connection with the merchandis- 
ing of their 24 gage, flexible plasterer’s 
finishing trowels, Henry Disston & 
Sons, Inc., of Philadelphia, are putting 
out a metal display case for counter 
use. This case is compact, measuring 
only 4% by 11% inches and stands 
17% inches high. 

It is enameled attractively in the 
orange shade that is so well known 
to the hardware trade in connection 
with Disston products. The case dis- 
plays Disston No. 28 and No. 38 trow- 
els and has room in the back to hold ad- 
ditional stock. 





Improved Skates 
Are Stronger 


The Chicago Roller Skate Co., Chi- 
cago, has announced some very mate- 
rial improvements in the construction 





of the skates which they manufacture. 
By adding to the thickness of the skate 
at both the heel and toe, it has been 
greatly strengthened. The heel and toe 
have been corrugated and it is stated 
that, by actual test, the skate is now 
100 per cent stronger than formerly. 





Billings Drop Forged Tools 
Catalog 


The Billings & Spencer Co., Hartford, 
Conn., has recently issued a new catalog 


_ descriptive of its line of Billings Drop 


_ Forged Tools. 
_ is now in its thirty-sixth edition, repre- 





The new catalog, which 


sents the culmination of a_ steady 
growth of fifty-six years. The catalog 
has been rearranged for the conven- 
ience of customers. The company’s 
open-end machine wrenches and span- 
ner wrenches are placed in the front of 
the boek, followed by machine wrench 
sets, socket wrench sets and wrench 
boards. 
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Self-Lowering Jack 
Has Governor Control 


The Duff self-lowering governor con- 
trol jack, one of the latest developments 
in high-speed jack design, has been 
placed on the mar- 
ket by the Duff 
Mfg. Co., Pitts- 
burgh, Pa. 

The principle of 
governor’ control 
as used in this 
new jack is that 
the governor abso- 
lutely controls the 
lowering speed, 
thus insuring 
safety under all 
conditions. The 
importance of 
this feature, when 
two or more jacks 
are used together 
under cars, loco- 
motives or other loads, cannot be over- 
estimated. The governor device makes 
it impossible for one jack to lower more 
rapidly than the other, thereby elim- 
inating tipping or uneven lowering of 
the load. 

Its construction features are a drop 
forged steel top and a one piece shell. 
It is easy to operate and there is a 
safety pawl on the lever socket. In the 
first position the pawl will raise the 
load in the usual manner. The second 
position is neutral and the third posi- 
tion is used for running the standard 
down without load. 

A positive lock is also featured, which 
also acts as a brake when the pack is 
being lowered gradually. No depen- 
dence is placed on springs at this im- 
portant point. 





New Husky Soft Tip 


Hammer 


Designated as the Husky inter- 


changeable soft tip hammer, the Husky 


| 
| 
| 








|Wrench Co., manufacturer of automo- 


tive and industrial wrenches, 928 Six- 





teenth Avenue, Milwaukee, Wis., has re- 
cently brought out a soft tip hammer, 
with auxiliary equipment designed for 
dual purposes. 

The new hammers are made in two 
sizes, two and four pounds, with inter- 
changeable tips of rubber, lead, copper, 
composition, etc. They are made of 
the best materials, with nothing to 
wear out. The soft tips can easily be 
replaced by loosening the standard 
fillester head screw that clamps to- 
gether the two halves of the hammer 
head. 

The hammer handle is well balanced, 
a perfect grip, and is made of the best 
second growth hickory. Sufficient 
weight in the head enables the user to 
strike a hard blow, even though it has 


light and soft material in the tips. 
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| SAND’S "207.4n? LEVELS 
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© 
SAND’S LEVELS TELL THE TRUTH | 
| 
@ 
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Sell a Mason or Carpenter a Sand’s Level and he 
will find it satisfactory every time he uses it. 


Sand’s Levels are accurate—they “Tell the truth.” 
They are properly dried—do not warp and are made 
of material that insures lasting service. Being 








Nationally Advertised 
Keeps Up the Demand 


One mechanic tells another about their good fea- 
tures. They can be easily read in dark places and 
will plumb any end, or level any edge up—may be 
used in overhead work to plumb or level ceilings, 
girders, shafting, etc. 














Styles and sizes for every purpose in both Wood 
and Aluminum. Write for Literature and Trade- 


prices. 
SAND’S LEVEL & TOOL COMPANY 
8629 Gratiot Ave. Detroit, Mich. 
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* * ad ° 
Selling Is Satisfying 
But selling isn’t the whole job. If t t instead 
NONE BETTER. of eg a eae, tl serio ao ae for = 


@)No. 3000 Socket Set money you get. 





Socket Sizes— The NONE BETTER line of Socket Sets, and the No. 3000 in 
%" 3/4,” 11/16” particular, is, without question, the greatest value for the price 
5,” 9/16” If” that you can hand over your counter. Every set stays sold with 

Adapters—'4.” Hex Steel a satisfying certainty. The Sets are built for long service, priced 
—214" and 7” long for economy, and are profit producers. 

Ratchet— 

6” handle. Reversible THE NEW BRITAIN MACHINE CoO. 

Box— 198 Chestnut Street 
8” long of Pressed Steel NEW BRITAIN CONNECTICUT 
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‘Perfect 


Pe TM IL UT WMI UO 


The Customer Who Leaves It 
To Your Judgment 








When it is left for you to decide—you become not the 
‘“judge’’—but the Defendant! It is your trial, so to 
speak, and “Perfect” is a Character Witness. 


You will not only make a sale. Your decision will 
bear weight. When a customer says, “I’ll leave it to you 
to send the best,” he is going to tell his neighbors all about 
the merits of his selection. Even if you did send “Per- 
fect” Screen Cloth, he will claim the credit for his good 
judgment. Make the sale and let the credit go! 


WIRE CLOT, 


Your Jobber Carries “Perfect.” 





M1, 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 














“Alsteel”’ 
HOSE REELS 


When your customers buy garden hose—sell them 
a Donley Alsteel Hose Reel as well. They save time, 
keep the hose from cracking and kinking and double 
the life of the hose. 


Your customers will like the Donley Reel because: 
Its all steel construction appeals instantly—nothing 
to break or get out of order. 
Its specially corrugated drum allows the air to circulate freely around the hose 
— it dries the hose quickly. 
Its price is low enough so that every customer can afford to own one. 


Made in two styles. Either style will carry 100 feet of 54” hose. Shipped knocked down, packed 
two to a bundle. Easily assembled in four to six minutes. 





* onal _ 
ROMER) 


Sooctece cae 


Let us put you in touch with the nearest Donley Jobber. 


THE DONLEY MANUFACTURING COMPANY 
10585 Quincy Avenue Cleveland, Ohio 


The Donley Mfg. Co. Clevel and.0. mene 


Door Guards 


fete’. 
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f Se set illustrated h 
is Catalog No. 1924 


sturdy, practical quality 
of GRIFFIN Hinges is em- . 
bodied in this splendid line 
of garage hardware sets. 





RIFFIN 


Manufacturing Co = 





PENNSYLVANIA 
“ Branch Offices__ 


45 WARREN ST NEW YORK 
74 W. LAKE ST CHICAGO 
28 BINFORD ST BOSTON 
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“There’s Big Profit 
in it for You”’ 
This is a real opportunity for you 
to pile up your profits. GF Duplex 
Steel Bridging will sell itself on 
sight to your building trade. It 
has just the time, material and 
labor-saving advantages that they 
are looking for. Bring it to their 
attention—just once. GF Duplex 
Steel Bridging will do the rest. 
There’s a customer for you wher- 
ever a wooden joist is used. 
Free Sample on request. 
Send the Coupon now. 
THE GENERAL FIREPROOFING 
BUILDING PRODUCTS 
YOUNGSTOWN, OHIO 


Branches in all Principal Cities 
Dealers Everywhere. 
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Other GF Products 


GF Steel Tile GF Diamond Rib 
Lath 















GF Steel Joists t 

GF Steel Channels GFSteelSash,Base- 

GF Peds ment and Case- 

GF Key Lath ment Windows 

GF Self-Sentering GF Industrial Steel 

GF Corner Beads Doors 

GF Trussit GF Wire Mesh ill 

GF Expanded GF Concrete ng hee OO 

on ners be on Reinforcement — yee an 
erringbone Waterproofing ° sg Race ary vm 

GF Lintels Compounds ne 


——— 


THE GENERAL FIREPROOFING 
BUILDING PRODUCTS 
YOUNGSTOWN, OHIO 


Please send me full information on GF 
Duplex Steel Bridging. 


Na me 
Address. 
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S originators of the Tu- 
bular and Clinch rivets 
and with a record of more 
than fifty years of successful 
accomplishment behind us, 
we know that this product 
cannot be made better or 
priced fairer than we make 
them and price them. 


Coast Representative 


J. T. McDEVITT 


Pgstal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 








TUBULAR RIVET & STUD 
COMPANY 


BOSTON 
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Experience writes the speci- 
fications for Hollow Screws. 
Your customers want what 


they're sure of. 


All makes, all styles of Hollow 
Screws have had their years of 
test. [ime has settled the mer- 
its of socket-design and fabri- 
cating process. 


Today’s chief ‘‘argument”’ for 
ALLEN Screws is found in most 
all machinery in all industries. 
It’s found in the fact that the 
machinery runs without break- 
down from hollow screws. 


Cold-drawn sockets, 30% 
greater strength. Clean, true 
hexagon holes; firmest leverage 
for the wrench. Special-anal- 
ysis alloy steel; special heat- 
treating for different-style points 
and diameters. 


Experience has written the spe- 
cifications; we fill them for you. 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 
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BOB-ALAWN 


Here is the new sensation—the Motorized Hand Lawn Mower. 
It takes the place of a Power Lawn Mower, yet it sells at a 
price that puts it in the Hand Mower class and does everything 
a Hand Mower can be made to do. 


Sells on Sight 


Every Park and Cemetery, every Court House Grounds, every School 
House, every Country Estate, every fine Home Lawn needs the Bob-a-Lawn. 
It reaches the little corners and patches that are hard to cut—along the walks, 
under the bushes, in the corners—just as easily as a 
hand mower. Speed up to 3% miles an hour. Fin- 
ished in bright aluminum and black enamel—very 
handsome. Weight, complete, 95 Ibs. 














Write for liberal exclusive agency preposition. 


Power Units, Inc., 645 Jackson St., Jackson, Mich. 
East of Mississippi River 


Cushman Motor Works, 1005 N. 21st St., 


Lincoln, Nebr. 
West of Mississippi River 

















Here’s another! 


HE Everite Cabinet Range shown here is another 
of the complete Everite Line that is proving profit- 
able to dealers everywhere. 


This is an oil cook stove for those who require one larger 
than the average. It incorporates the Triplex feature 
which gives double cooking capacity without increased 
fuel cost. The large built-in oven can be used for both 
baking and cooking. . 


The complete Everite Line enables you to sell oil cook 
stoves for every household need—to meet the varied de- 
mand with one complete line. 


Before you order your stoves for the season, be sure to 
have complete data on the Everite Line. They will be 
profitable for you as they have been to other dealers. 


The Globe Machine & Stamping Co. 


E 


1207 W. 76th St., Cleveland, Ohio 


EVERIT 


CcCooK STOVES 
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ses IGHT, strong, fire-resistant— [Re 


SEES _4 quickly erected or re-erected 
2 Without special tools—and giving 10 
es to 30% greater storage space. 

ies To fit growing needs, additional units may be 
siiiirs added later—or the entire installation moved 
Ress and re-erected elsewhere, 


eh Be Allsteel Shelving has innumerable uses in office, 
psbthity store and factory, with low initial expense and 
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ata no upkeep. The Allsteel mark on shelving is = 220222: 
i your guarantee of permanent satisfaction. [R:°: 
ee Write for a copy of ‘‘Saving with Shelving’’ 

: THE GENERAL FIREPROOFING CO, 
Paice Youngstown, Ohio 
Ree: Dealers Everywhere + Canadian Plant: Toronto, Ontario 
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ee ee! sntach this coupon to your firm letterhead ®@®*"*Fe727= 4 
. The General Fireproofing Co., Youngstown, Ohio (H.A.) ' 
Please send me without obligation a copy of your book “Saving with - 








April 29, 1926 











na 

















=< 
ill C over 
he Field- 











ca 
] YOU TELL 


THE DEALER 
HOW WELL 

YOUR PAINT 
COVERS ~~” 


Tell the hardware 
dealers about your 
product through the 
medium that covers the 
Hardware Field. The 
readers of Hardware 
Age are wide awake 
merchants. They read 
this paper because they 
want to know what is 
going on. 


Tell this responsive 
audience about your 
product and you'll take 
a big step toward 
achieving the distribu- 
tion you are looking 
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There’s a Place 
for Cuery thing 
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No wonder Kling Klip 
sells--For when a man’s 
brush gets the notion 
that it belongs any- 
where it can drop--dirty 
floor, wash basin, or un- 
reachable corner--it’s 
high time he tamed it 
from an imp of Satan to 
an obedient shaving 
brush always in place 








m yo KuPit \ because Kling-Klip keeps 


| it there! 
A. K. TROUT CO., Inc. 


lif 4 Dept. X 


342 Madison Avenue 
New York City 


Dealers! Just display this carton 
with your shaving brushes 
and watch the quick sales 
Kling-Klip makes of itself 
and Shaving Brushes. For 
a man to see Kling-Klip is 

to buy Kling-Klip! 
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JIMMY PROOF and Priced to Please You and Your Customers 


No. 03509. For Doors % to 1% inches thick. 
No. 03510. For Deors 1% to 2% inches thick. 


CASE—tThe case is solid cast bronze and extends over 
the opening between door and jamb. 


BOLT—tThe bolt is of the usual latch bolt form with 
beveled head and automatic spring operation. When the 
door is fully closed the bolt automatically is projected 
through the loop of the strike and securely holds the door. 
Position of the loop fully protects against the successful use 
of any tool to retract the bolt. 


CYLINDER LOCKING PINS—tThe cylinder is screwed 
into a bronze housing and securely anchored by two steel 
locking pins. Any attempt to turn the cylinder by a pipe 
wrench or other device forces the pins against the screw 
threads on the inside of the housing, thus preventing it 
from being turned or twisted off. 


EAGLE LOCK CO. 


General Sales Office 
26 Warren St., New York 


BRANCHES— 
521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, III. 
114 Bedford Street, Boston, Mass. 
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Works at Terryville, Connecticut 
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In a Close Corner or 
on Ordinary Work— 


The Bemis & Call Improved Adjustable “S” Wrench has 
the knack of getting around parts in confined places as 
well as providing the mechanic and layman with a gen- 
eral purpose tool. 

It is THE automobile wrench. Strongly constructed and 
easy to adjust with thumb of the hand holding it. 


A high quality B. & C. guaranteed product. Graceful in 
design, carefully hardened and tempered. Write for 


BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 


THE STANDARD 
“S” WRENCH 























Wood Screws 
(Machine Screws 
Cap Screws 
Set Screws 
Stove Bolts 
Sink Bolts 
Hanger Bolts 
Nuts 
Rivets 
Burrs 
Specialties 
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Sets of 9, 11, 17 bits are fur- 

















Every individual unit must meet Reed & Prince standards of 
quality and accuracy. Whether finished plain, blued, nickel, 
brass, copper-plated, sherardized or hot-galvanized, it may be 
selected with the utmost confidence . 





WORCESTER, MASS,U.S.A. 
————————_ WESTERN BRANCH arCHICAGO-I7) NORTH JEFFERSONSE. x 


a 
REED & PRINCE MFG.CO, 
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nished In compact cases for 
the convenience of the user. 


It isn’t hard. Bvery mechanic needs the entire set in his work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 

at work all the time; no jaggei ends; every part of the work is smooth and 
A 9 They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface, 

Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
































material. They offer longer we 


Sherman Hose Couplings. The best that 
can be made. Of fine appearance with 
accurate machine cut threads and deep, 
clean corrugations. Made in %—%—% 
and ™% inch sizes. 


(Pattee) H,. B. SHERMAN MFG. CO. 


The Hose Is Not Always to Blame! 


Leaky garden hose can often be traced to the fittings—im- 
proper couplings or carelessness in clamping play an important 
part in the life of a garden hose. 


Sherman Wrought Brass Fittings are the standard mainstay of dis- 
criminating dealers. Permanent, rustproof and of the highest quality 


sell Sherman Fittings. They cost no more. 


features. When you sell hose 


Sherman Heavy Wrought Brase Clamps. 
he Genuine. Rust- clear 

No other material will last om hose 

brass. Sherman Clamps are made to give 

satisfaction. There is a clamp for every 

purpose and any size. 


- BATTLE CREEK, MICH. ' (Patented) 
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Quick Turnover! Anchor J Brand! 
Ball Bearing Clothes Wringers 


Guarantee 
5 Year 





Bicycle 
Pe 666h< nak ae ee cae eae Warranty 
Send for Price List 


LOVELL MANUFACTURING CO. ERIE, PA. 


Largest Manufacturers of Clothes Wringers in the World 
Chicago, 52 BD. Lake St. New York, 86 Warren St. 





Boston, 52 Pearl St. 











SWEDISH TOOLS 


Are Noted for Their Durability 


Made from Swedish tool steel—the very best 





Service and satisfaction to the user 
govern the manufacturer of Swedish 
Tools. 

Hold the good will of your cus- 
tomers by selling them tools that are 
guaranteed perfect. 


SHARK BRAND CHISELS 





Mark 





i poet dee 
egular Bevele ge. 
Give “ Commstete Satisfaction. N ew Heavy-Duty Socket Wr ench Set 


The MILLER No. 15 set contains 7 sockets and 2 
extension bars (one bar for work in tight places), also 


sliding T handle. 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 





ESKILSTUNA, SWEDEN Sockets are high-grade carbon steel hardened perfectly 
We carry a full line of Swedish Made Tools and guaranteed against any defects. Both sockets and 
4 iaed extension bars are oversize in diameter to insure super- 
an ardware. strength. 
. . Each set furnished in attractive and convenient 
Order from your jobber to-day, or write. leatherette roll. Liberal, profit. 


SCANDINAVIAN Write for Discounts. 
WESTERN IMPORTING COMPANY MILLER TOOL & MFG. CO. 


116 Broad St., N. Y. DETROIT MICH. 
509 E. Hennepin Ave. coomene. Bldg. Eastern Representatives: James A. Gaffney Co., 35.Warren St., New York, N. Y. 
ontreal, Can. Western Representatives: Alden Glaze & Co., 143 SecondSt., SanFrancisco, Cal. 


Minneapolis, Minn. 
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Mathias & Sons 









ss 


an pees SS aa il 


prseong 


Trae 


anes Se 


ake ne 


2 TEA. PRLS BE 


HARDWARE 








Dandelion Weeder 


Moe’s SAMPSON 
FIRE SHOVEL 


MOE’S 
One Piece Heavy Pressed Steel 


SPECIALTIES 


Made stronger and_better than ordinarily. Beautifully 
finished in baked Black enamel. Their attractive ap- 
pearance and excellent construction make them decidedly 
popular sellers. Write for Catalog and Trade-prices. 


Hoeft & Company, Inc. 


2305 Davis St., North Chicago, 
Illinois 


Three Piece Garden Set 


Hand Weeder Sampson Dust Pan 








For belts of all kinds and sizes, 
sell Alligator Steel Belt Lacing. 
For general service you can be posi- 
tive that it will give good satis- 
faction. 

Joint is hinged and easily taken 
apart by relaxing belt tension and 
pushing pin. It is smooth and 
flus h on both sides of the belt and 
is “The Strongest Belt Lacing on 
Earth.’ 

Sell ‘‘Handy Packages’’ for 
small users and Standard Boxes for 
large users. 

In leading jobbers’ catalogs. 

Flexible 
Steel Lacing Company 
4616 Lexington Street 
Chicago, U.S.A. 


In England at 135 Finsbury 
avement 


ndon, B.C, 2 








Osborne High Grade Punches 


Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A verted and attractive line for the Hardware Trade. Also: 
Werkers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of — 


The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had $9 years of successful manufacturing experience, 
=, Se only 4 workmen and use the finest quality of materials in 


miWWe sand ‘buok of every tool we make Try us. Write for Catalog 


Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 





American Steel & Wire 


Company 
Chicago, New York, Besten, 
Denver, Birmingham, Dallas. 

U. 8. Steel Products Co. 
San Francisco, Les Angeles, 
Glid 
J 


Elwood 
De one wat 
ZINC ‘INSULATED 


Aen te Banner, Steel Gate tee! Gates. — 
BANN formerly Arrow) ST STEEL POSTS. 


rer ge 
BALE La +l Old Id reliable brand brands. 
TELEPHO 


WIRE for 2d gl 
Quick Delivery. Write us for selling plans. 











Increasingly Popular! 


Graffco 


GLASS A PUSHPINS 


Who wouldn't prefer a pushpin that stands head and shoulders 
above the common kind, in quality, in strength, in service 
ability? Just note the extra-large dome flange of Graffco push- 
pins; it assures exceptional strength where exceptional strength 
is vital. Write us for free samples and you'll note other sales 
1. features, too. (Our offer includes a neat Display Case 
ree. 


GRAFF-UNDERWOOD CO. 


Sole Mfrs., Graffco Vise Signals, Vise Clips, Vise Index Tabs 
20 Beacon St., Somerville, Boston 42, Mass. 











Breys) for hits full name 


Russell Jennings 


Settee on the round of Our 


Auger Bits 


Phe original doubie twist daugel 


Mr. Russell Jennings 


Russell Jennings Mfg. Co. 
Chester, Conn. 
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LANDRETH’S Whenever You 


Garden and Flower Seeds Sell a Mop 
Mixed Lawn Grass 








Whenever you sell a Mop 








Now is the time to place your Garden, Flower grasp the opportunity to 
Seed and Mixed Lawn Grass Seed order, if you Tn Boller 
have not done so for this Winter and Spring aur the customer . — - 
shipment. If you would like our prices, send us Mop Wringer or an “Ezy- 
a list age buying elsewhere and we will quote Squeeze” Mop Squeezer and 
you on Seeds of various kinds in bulk, in litho- it’s ten to one vou'll make a 
ay cartons of | lb. % lb. and % |b. and in le 1 bathe “a 

lat Papers. We would also like to quote you on sale, DECause oth are essen- 
Mixed Lawn Grass. Please give us the oppor- tial. 
tunity. Ever ' 
- very mop user requires a 
1926 CROP time and labor saving mop 
Before buying for delivery after 1926 crop, send us oe wringer or squeezer and 
list of your wants that we may quote you if our traveler either of these reliable makes 
does not call upon you at . . 
the proper time. is sure to give complete sat- 
isfaction an a- 
We are the oldest Seed . d they re Na 
House in America, this be- tionally Advertised. 
ing our 142nd year in the . . 
Seed Business. “Had we not Housewives, Janitors, Farm- 
grown good seeds, given - £ : _— 
er eslaaés tn Gade ers, Hotels, Boarding Houses, 
good service and fair prices, Cte. all need them. 
we would not have existed : 
so long. Your Jobber can supply you 
Businece Established 1784. quickly with both brands because 
we can supply him immediately 





with any of the 34 different styles 


D. Landreth and sizes. 


— PETER PjOLLER MACHINE WORKS 


Bristol, Pa. 
126-128 N. Curtis St. Chicago, Ill. 


UPERIOK 


Galvanized Wire Clothes Lines 
Hollow Cable 





COLONIAL. BOY COPYRIGHTED 





























MILWAUKEE 
MADE 


For the Hardware Trade 


Here are illustrated a few of 
our many kinds of Steel Wire 
Brushes of Highest Quality of 
which we manufacture the most 
complete and up-to-date line in 
the world. 


They are the product of long 
experience and are especially 
made for the hardware trade. 




















LZ9L 







We welcome your inquiries 
and will be pleased to send Cata- 
log and quote prices on any- 
thing in Brushes and Brooms in 
Wire, Bristle or Fibre. 


MILWAUKEE 


Brush Mfg. Co., Milwaukee, Wis. 






Superior Brand Hollow Cable is by far the best 
clothes line construction. Properly galvanized 
clothes lines are recognized universally as the 
most serviceable year in and year out clothes 
line. The Hollow Cable design furnishes extreme 
resiliency to the pressure of clothes pins, making 
it most adaptable for this purpose. It is cable 
laid around a hollow center and is delivered in 
neat, well-tied coils. 

























We also manufacture Reinforced Hollow Cable, 
Twisted and Solid Wire Clothes Lines. 


G. F. Wright Steel & Wire Co. 


Worcester, Mass. 
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tH STEWART IRON WoRKS Co. 


NCORPORATEO 


CINCINNATI. OHIO 




















225 STEWART BLOCK 









WINSLOW'S 
NP 


The Samuel Winslow Skate Mfg. Company 
Worcester, Mass. 




















Permanent magnet which holds 


Robertson “Horse Shoe” Magnet Hammers 
the tack Se poction for crv; (7 101 Ge 


(the highest offered) at the Panama-Pacitic Exposition. 





DROP FORGED 
WRENCHES 


Wesigned and proportioned to give stiff- 
ness and tensile strength. Made accurately 
and i in machining and finish. Send for 





profit. Catalog 
Name and design trade marks registered U. 8S. Pat. Off. 
ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 0 CR Es a 








Welding Compound is best by every 
test. welding of any 
easy as Iron. Stock it and increase 
your sales. 





STRATTON ™#* «seamed 
HANDLES 















“VICTOR” ciprer 





Send for Catalog 
ROBERTS MFG. CO. Somerville Station, BOSTON, MASS. 





Made only by For Small Tools, Utensils, Electrical Goods, Etc. 
AntI-Borax ComPpounp Co. Enameling, both baked ond ow dried. ’ 
Fort Wayne, Ind. STRATTON MFG. CO. Stratton, Maine 
SHOE SLOYD 
wie KNIVES i 
BO LT HANGERS" pein tly ong MAKERS’ 





Robert Murphy’s Sons Co. 
Ayer, Mass. 








99 
HACK “TLE NOX” saws 
“The Toots in Lhe Paid Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS —- SCREW ORIVERS - GLASS CUTTERS 








THE FOWLER & UNION 


HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plant at 
1000 MILITARY RD., BUFFALO, N. Y. 














Makers of Every Kind 
of Screw, Nut and Bolt 


The Corbin Screw Corporation 
The Amerieen Hardware Corporation, Successor 


229 High Street New Britain, Conn. 
Western Factory: Dayton, Ohic 





Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 











9 Jones Street Rochester, N. Y. 














Invisible Hinges 


For houseowners, carpenters, cabinet 
makers, etc. Simple in design. Soss 
invisible Hinges will give long service. 
: See our Catalog in Sweet’s, pages 
1578-9. 


SOSS MFG. CO. 










778 Bergen St., Brooklyn, N. Y. 





Better Machine Screws 
for the Hardwaré Trade 


HARVEY HUBBELL, INC. Bridgeport, Conn. 
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BROWN @® SHARPE 
BS sxele) 
Made Best 
They Give Complete Satisfaction 
Catalog on request 


TRADE MARK 
BROWN & SHARPE MFG. CO. Providence, R. I., U. 
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TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS*+ COTTON TWINES 


— AGE 101 





| Called for by Name and Number 
“Detroit No. 2” 


This high quality torch has 
earned a reputation for depend- 
ability and service—in service. It 
is popularly known among. its 
users as THE DETROIT NO. 2, 
THE BEST TORCH. 

Patented burner generates high 
degree of heat, producing solid 
blue flame. 

One quart capacity. Furnished 
by all leading Jobbers. Write for 
our catalog “H.” 


Detroit Torch & Mfg. Co., Detroit, Mich. 


New York Office: 45 Warren St.; Canadian Rep., George P. Fraser, 39 
Tyndale, Toronto; Kettmann & Ten Eyck Sales Co., 2131 E. 9th St., 
los Angeles, Calif; Louis Williams Co., Nashville, Tenn.;: Oscar Anderson, 
627 W. Washington Blvd., Chicago, ill. 
































A Night Latch That Sells 


Our ILCO 
No. 202 
Night 


Latch of- 
fers abso- 
lute protection. 
By turning key 
once backwards, 
Bolt and _ Inside 
ees, Knob are dead-locked so bolt can- — 

Me [Hari not be forced back or lock opened 
Giaes soy from inside by knob. Write for 
Catalog No. 7. 


i) INDEPENDENT IOCKCO,@®> 


Fitchburg, Mass., U. 8S. A. 


Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sets, Key Blanks, Auto Switch Keys and Hardware Specialties 















Win<Dor 


CASEMENT HARDWARE 


Fast-selling, profitable casement hardware 
to completely and inexpensively equip all 
wood and metal casement sash. Nationally 
advertised. Write for liberal discounts. 


The Casement Hardware Co. 
224 Pelouze Bldg., Chicago 


CASEMENT HARDWARE 
HEADQUARTERS 


Operators - “‘Bolt-Fasts” - Screen Hardware - Stays 
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pe LADDERS 


MODERNIZE 
RE doco METHODS 


ide adequate storage facilities for 
shelf ‘ke make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole 
sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
’ Deep tread steps, full length hand Srips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and r 
efficiency One style —— of design— af 3 
ff attractively ern pom height — 


U7 seems Cec ALAN. 





















































Screw Plate Sets 


‘“‘The Line That Keeps Moving’”’ 


It takes steam to make the engine “‘Go”’ and it takes more than 
good materials to keep tools movin 

We've built ‘“‘Go” as well as Quality into the complete line of 
“‘Threadwell”’ Tools. Get the Catalog. 


The THREADWELL TOOL CO., Greenfield, Mass. 
New York City, 396 Broadway se . 135 St. Clair Ave. N. E. 


Philadelphia, 809 Harrison Bldg. San Fr ancisco, 604 Mission St. 
Rochester. N. Y.. 246 St. Paul St. Detroit, 1323 Dime Bank B 









Repeat Orders | 


25 years of constant advertising these dependable 
articles have made a great demand for 


Moore Push-Pins 


(Glass Heads—Steel Points) 
to hang up small pictures, photos, charts, maps, 
etc., without marring walls. Harmonize with any 
color decoration. — 


The safe and easy way to , hang Heavy Pictures, 
Mirrors, etc., is to use 


Moore Push-less Hangers 


(Scientifically Constructed for Strength) 


Popular 10c Packets 


Are quick sellérs with good profit to the dealers 


Description of our Counter Displays, Price List, 
Discounts and Samples on request. Advertised 
in the leading magazines for many years. 


Moore Push-Pin Co. 
(Wayne Junction) Philadelphia, Pa. 



















Have You Received These Important 


SPRING SALES MESSAGES? 


If not, mail coupon today 


th -----—--- 


eee 
a 





= 
Co. 1 
LWARE 
REPUBLIC METAIWAID 0, N.Y. 
_— aM, 100 Alabama St. ' 
Dept. +** 
sontlemen: | 
Gen de the following +1] istrating and describ : 
Sen 8 lar, illus 
je Circuler 
\ O Spring ny NE “ww items. ter Circular, fea- 4 
1 savor + oe a posing helps. 1 
i avon? eamising and 
oO” w ad 
} quring new siversit ecceeeeeeeeee 
' Fame SO | an hl el ee ; 
te, og oe eae eneeeeenm ] 
i a a aheeerrinc aaretey 
| strect seamall ee sien 
: ‘ 





Year'"---------- 








102 





HARDWARE AGE 


lassified Opportunities 






April 29, 1926 





Classified Advertising Rates 
Opportunity Exchange Section 





Use the “Opportunity Exchange Section” 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


50 words or less.... 
Each additional 50 words or less. 4.00 


to reach Hardware Manufacturers, 


Positions Wanted Advertisements 


.. -$5.00 50% off the above rates 





Address your advertisements and replies to 
Hardware Age, Classified Oppor- 





Set Solid, Minimum 50 words..... $3.00 
Each additional word.......... .06 
All Capitals, Minimum 50 words.. 4.00 
Each additional word.......... .08 





Allow Seven Words for Keyed Address 


Discounts for Classified Advertising 
4 insertions, 10% po 8 insertions, 15% 


o 


Remittance Must Accompany Order 


tunities, 239 West 39th St., New 
York City 





Harpware Acp is published each Thursday 
Forms close Ten Days previous to date of 
publication 

















BUSINESS OPPORTUNITIES 














as 
Foreign Inventor Wishes to | 
Sell His American Patent 


Mass-article for factories of locks and 
| builders’ hardware, 


Moderate price! 


Offers sub. E.N. 5040 to Ala, Haasenstein 
& Vogler, Essen (Germany). 


etc. 











eee ee 











FOR SALE—GENERAL HARDWARE STORE, fixtures and_ stock. 
Brick building, flat over store. Stock inventories $10,000. Tin and plumb- 
ing shop in connection. Business well established. Located in a thriving 
town on the Dixie Highway, 38 miles from Chicago. Sales $50,000. Sell- 
ing price $26,000. Reason for selling, old age. Address Box H-75, care 
of Harpware Ace, New York. 


DISSOLUTION SALE—Shelf hardware and house furnishing stock 
invoicing $10,557.00. New brick building 25 x 120 with 40 foot base- 
ment; heat furnished. Good fixtures and good location. Lease expires 
August, 1929; can be renewed. Good railroad town surrounded with 
coal mining, lumber industry and diversified farming. WATSON & 
STANTON, Centralia, Wash. 


FOR SALE—GENERAL HARDWARE AND IMPLEMENT store 


located in a small town in Western Pennsylvania; stock will inventor, 











$12,000.00. Good growing business. Stock can be either increased or de 
creased. Best of reasons ee selling. Address Box H-51, care of Harpwarr 
Ace, New York. 





shoes. Will invoice 
Fine farming and mill- 


FOR SALE—STOCK OF HARDWARE and 
around $15,000. Good northeast Louisiana town. 
ing section. New brick building on best corner in town. 
lease building. Adress Box H-80, care of Harpware Ace, New York. 




















STORE FOR RENT—Wonderful opportunity for house ox 
business, Pennsylvania town, no other store like it in town. 100 
cent location. Address Box H-89, care of HArpware Acre, New York. 

SALESMEN WHO HAVE established trade and are 


rsonally ac 
quainted with hardware dealers and jobbers East of the Mississippi. te 
sell America’s leading tool boxes and hardware specialties on strict com- 
mission. Give experience and territory in first letter. Address Box H-62. 
care of Harpware AGE, New York. 





WANTED—BY MANUFACTURERS, REPRESENTATIVE SALES- 
MEN with wide acquaintance among hardware and automotive jobbers in 
the Fast to sell a high grade advertised product. Your merits will be 
proven by your past accomplishments and your ability. Write BENCO 
TOOL BOX CO., Box 6, Bath Beach Station, Brooklyn, N. Y. 


ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of HArpWARE AGE, New York. 


SALESMAN—METROPOL ITAN DISTRICT—Selling nails to hard- 
ware trade. State age, pee, salary. Address Box H-65, care of 
Harpware Acre, New Yor 














WANTED—WINDOW TRIMMER AND ad writer for large retail 
hardware concern in Northern Illinois. Good salary to competent man. 
Address Box H-&87, care of Harpware Ace, New York. 


Will sell or’ 








HELP WANTED 


WAN TED—YOUNG MAN not over 35 years of “wr with sporting 
goods, cutlery and tool experience. The position offers a fine future for 
a man with ability and ambition. Address BELDEN SPORTING GOODS 
CO., Pittsfield, Mass. 








POSITIONS WANTED 








SALES EXECUTIVE 


WITH 20 YEARS’ successful experience as salesman, sales man- 
ager and vice-president, large hardware jobbing firm, desires a 
like position with a manufacturer of nationally distributed 


rod- 
ucts. Experienced in organization and expense control. igh 
character, personality, habits, integrity; fine sales and executive 
ability. Address Box H-45, care of HARDWARE AGR, New York. 














SALES EXECUTIVE WITH 25 YEARS’ successful record in twe 
nationally known_concerns, desires position with reputable concern having 
headquarters in East, preferably in or near New York City. Widely ac- 
quainted with hardware and steel trade from coast to coast. State ful! 
ada in first letter. Address Box H-57, care of HArpware Ace, 

ew York. 





POSITION WANTED—BUYER AND SALES MANAGER with live 
local jobber 20 years, hardware, mill, oil well, marine and builders’ sup- 
plies. Experience covering retail, wholesale, traveling six years, buyer and 
sales manager. Can organize buying and sales department, catalogue 
pricing and get results. A-1 references. Employed but desire to make 
new connection. Address Box H-23, care of HArpWARE AGE, New York. 


ARE YOU THAT CONCERN? A young man, 28 years of age, with 
excellent record for sales, now employed with Polish Co., selling the 
New England hardware trade, desires to connect with a reliable organiza. 
tion handling a_ specialty or line that will offer bigger sales and ter 
opportunities. Best of references. Address Box H-83, care of Harpwarr 
Ace, 425 Park Square Bldg., Boston, Mass. 








YOUNG MAN, 23 years old, with 7 years’ experience in the hardware 
business would like to make a connection with a jobbing house, whole- 
sale, paint company or reliable firm engaged in the hardware business 
selling to the wholesale trade. Address Box H-82, care of Harpwarr 





Ace, New York. 
SALESMAN—With twenty-five years’ selling experience, covering 
every State. Can furnish the best, most satisfactory references; desirous 


securing position. Only people wishing a reliable, high class salesman 
with a favorable acquaintanceship with the hardware and furniture trade 
need write. Address Box H-88, care of Harpware Ace, New York. 





RETAIL HARDWARE CLERK, over 20 years’ experience in all de 
partments of business buying, selling stock and store arrangement, window 
trimming, etc. Good salesman and personality. Nine years in last posi- 
tion. fF igh grade business references as to ability, character and responsi. 
bility. Address Box H-84, care of HArpware Ace, New York. 





POSITION WANTED—As store or sales manager or buyer by execu- 
tive of ability. References of qualifications to your satisfaction. Southern 
States preferred. Address Box H-81, care of Harpware Ace, New York. 





SALES ACCOUNTS WANTED 


NOTICE TO MANUFACTURERS—tThree high class salesmen who 
are leaders with one of largest organizations in United States, want high 
grade manufacture lines that will sell to hardware and furniture trade, 
also to jobbers, for Missouri, Kansas and Oklahoma. We will have office 
and display rooms in Kansas City, Mo. Let us handle your lines and 
increase your business. Address Box H-85, care of Harpware Acer, 
New York. 
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SALES ACCOUNTS WANTED 


SALES ACCOUNTS WANTED 





A SALES ORGANIZATION with a record of success and years of 
experience selling automobile and parts manufacturers as well as all 
classes of jobbers, is seeking one or more new automotive lines having 
merit. Commission basis. If yeu want distribution in Michigan and 
sales volume it will pay you to communicate with us. We invite your 
investigation. C. A. PARKHAM, care of Grinder Sales Company, 526 

Fort St., Detroit, Mich. 


SALES ACCOUNT WANTED—MANUFACTURERS’ REPRESENTA- 
TIVE with New York office and established trade calling upon wholesale 
hardware, housefurnishing, automobile, radio, exporters and 5 and 10 cent 
store syndicates, desires correspondence from reliable manufacturer of 
hardware or kindred lines on commission basis for New York City terri 
tory. Address Box H-55, care of Harpware AcE, New York. 











_ MANUFACTURERS’ AGENT WITH OFFICE at New York City hav- 
ing for years established trade among the very best jobbers in New York, 
New Jersey, Philadelphia and all New England States, wants to add one 
ood staple line for all or part of territory. Also expert in foreign trade. 

cellent references. Address Box H-86, care of HArpware AcE, New 


York. 


MANUFACTURERS’ REPRESENTATIVE HAVING _connectiors 
with the hardware, mill supply and industrial trades in the North Atlantic 
and New England States, desires one or two additional lines with merit. 
ange pa small tools, etc. Address Box H-76, care of Harpware AGE, 

ew York. 











WANT LINE HARDWARE SPECIALTIES, quick sellers, on com 
mission. Twenty years’ experience. Can furnish satisfactory references. 


Address O. P. R. FOX, Morristown, Tenn. 





WANTED—BY CAPABLE, RELIABLE SALESMAN, brokerage fac- 
tory lines for Southern California. Can give references. Reply Box H-77, 
care ef Harpware AcE, New York. 














MILBRADT 
LADDERS 


Will pay for themselves in a 
short time by enabling you 
to wait on more trade, save 
‘the wear and tear on your 
fixtures and goods, as wel) 
as bring the appearance of 
your store up to date. 

Write for catalogue show- 
ing a large number of styles 
suitable for all kinds of 
shelving. 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 





MAN WITH 15 YEARS’ SELLING EXPERIENCE wants additional 
lines for distribution in Virginia. Will consider staple lines for hardware 
and furniture trade. Commission basis. Address Box H-S50, 
Harpware Ace, New York. 


SALES REPRESENTATIVES WANTED 


SALESMEN OR MANUFACTURERS’ REPRESENTATIVES with 
established trades, to carry a complete line of carpenter and mason levels, 
on commission basis; several good territories open. Give full particulars 
in first letter, references, territory covered, etc. Apply to 

J. S. CORRIVEAU, General Sales Manager, 
1580 Victoria Ave., Lakewood, Ohio. 


care of 











OHIO MANUFACTURER OF BUILDERS’ HARDWARE specialties 
desires representatives to handle product on a commision basis in various 
sections of country. Address Box H-79, care of HArpwAre Ace, New 











York. 
NEW ENGLAND’S LARGEST DIRECT factory organization repre 
senting twenty-five manufacturers’ lines of staples and specialties have 


several openings on their sales staff for high-grade, live-wire representa- 
tives with established following among department, hardware, drug and 
general stores on strictly commission Beers weekly settlements. Must be 
willing to devote entire time to our lines, and traveling in car. Fine 
opportunity. In first communication state territory desired and give 
highest grade references. INTERNATIONAL SALES COMPANY, 93 
Federal St., Boston, Mass. 
WELL-KNOWN concern specializing in the manufacture of nationally 
advertised product, having outlet to hardware, electrical and tool trade, 
wants representative calling on the jobbers and large retailers in Michigan, 
Ohio and Indiana. Straight commission. Address Box H-73, care of 
HIARDWARE AGE, New York. 




















IVER JOHNSON 


BICYCLE — VELOCIPEDES 
SHOT GUNS — SAFE REVOLVERS 
ALL BIG SELLERS 





Iver Johnson’s Arms & Cycle Works 
332 River St., Fitchburg, Mass. 


New York, 151 Chambers St.; Chicago, 108 W. Lake St. ; 
San Francisco, 717 Market St.; New Orleans, La., 625 Pine St. ; 
Ogden, Utah? 2327 Grant Ave. 























Economy 
Hose Attachments 


For connecting hose to smooth 
Slipe on and off easily. 





Philadelphia, Pa. 


American Can 





American Can Company 


AXES SCYTHES 


Scythes since 1812, Axes since 1800 


RIXFORD MFG. CO. 


East Highgate, Vt. 














j. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 


Sava. 2 





ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philadelphia 








NEW CATALOG of Stone Work- 
ing Tools and Supplies—just off 
the press—free on request. Send 
for it today. 
Trow & Holden Company 
Barre, Vermont 














CARPENTER’S 
—CHALK— 
STANDARD CRAYON CO. 


Danvers, Mass. 
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INDEX TO ADVERTISERS 





THE ADVERTISERS INDEX is published - a ee ne ae oe 7 ~~, <=> —— : ~ ed 7. i aed care will be taken to index correctly. 
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Twenty Million Car Owners, 


the Snap-On Market 


The Snap-On line is a logical line for any hardware dealer 
who sells any tools at all—because our sales plan is designed 
especially for him. Snap-On Wrenches are tremendously 
worth-while to you—because of the great need among car 
owners for the wrench service that only a Snap-On Dealer 
can give. 
















It is easy for you to show any car owner 
that the correct Snap-On Wrench Set for 
his car will take the seriousness out of 
most any road emergency, make his car 
run better, last longer, and save him 
money on repair bills. 






With the “What Car Do You 
Drive” book you can make 
up the correct Snap-On Set 
for any car in a handsome 
metal box similar to the 
Buick Set illustrated. Keep 
two or three sets for differ- 
ent cars on display and 
watch the inquiries you will 
have from car owners. 













The Snap-On Cabinet Gives You 
a Complete Wrench Department 
in a Few Inches of Space 


No technical knowledge on your part is required to make 
a big success with a Snap-On department. 


Your initial investment in this Cabinet Stock is surprisingly 
small, but it enables you to meet every demand in socket 


wrenches. 
Your profit margin is liberal. 


A word from you will bring details that will interest you. 


Snap-On Wrench Co., Manufacturers, Milwaukee 
Motor Tool Specialty Co., Sole Distributors 


Executive Offices, 14 E. Jackson Blvd., Chicago, III. 
Distributing Branches in 17 Principal Jobbing Centers 


hap-on 


INTERCHANGEABLE 


Socket Wrenches 
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We Recommend These Best Sellers— 
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Anaconda min , 
Sprinkler : Wy 
rs | i’ 
List per Doz., $18.00 tj My y 4 
W 
) 
| 









Midget Sprinkler 


* 
Write for Cir- List per Doz., $13.40 


cular 198A, 
Showing Com- 


plete Line, 51 
Styles 
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